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Films’ Colorful Future: 


Standard « Widescreen « 3D - TY 
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THE 1954 SENSATION OF THE MOTION PICTURE INDUSTRY 


SEE 


the most life-like 
reproduction of all 
colors—all shades! 


Where accuracy of color is 
important 16 or 35mm Pathécolor 
is your best bet. Both bright hues 
and delicate pastels reproduce 
exactly as they are—for Pathécolor 
shoots just what it sees. Pathécolor 
close-ups dramatically emphasize 
the appeal of foods, room settings 
or any colorful product as nothing 
else can. No special camera 
equipment needed. 
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SAVE 


time and money with 
Pathe’s famous speed 
processing and printing 


Pathé has America’s most modern 
high-speed developing and printing 
facilities. Lightning-fast service is 
possible without sacrificing the 
quality for which Pathé is famous. 
Pathécolor negative reports in 24 
hours .. . dailies in 48 hours. This 
means faster production schedules 
greater profit margins for each 

16 or 35mm Pathécolor picture. 


TAKE 


advantage of Pathé’s 
personalized Pathecolor 
production service! 


Any film producer large or small 
can take advantage of Pathé’s 
established personalized production 
service. Pathécolor experts are 
available for consultation at all 
times. Extreme personalized care is 
exercised by Pathé lab experts 
during all stages of processing 

and printing. Pathé welcomes 
inquiries on any phase of 16 or 
35mm color work. 


See a Pathecolor Demonstration Reel for the 
“Perfection’ Surprise of Your Life! 


CALL OR WRITE— 


Pelhé MBORATORIES - NEW YORK 105 East 106th Street, TRafalgar 6-1120 
Preclhé LABORATORIES - HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 


Palhé \ovoratories, inc., is a subsidiary of CHESAPEAKE INDUSTRIES, INC. 
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GREAT MOTION PICTURES ARE PROCESSED BY Dilhé 
























——wWhen you make your next TV commercial 


LOOK FOR THESE INGREDIENTS OF SUCCESS: 


1. Proved reliability in meeting schedules; 
2. Vivid photography that emphasizes the sales message; 
3. Unusual effects that arrest eye and ear; 


4, Policies that have won client approval for many years. 


Caravel’s specialized TV department is ex- We stand ready to discuss your TV needs 


pertly staffed to give fast, careful service. at any time, without charge or obligation. 


Advertising executives are invited to write or telephone for the 
free Caravel brochure, THE MOTION PICTURE AS A SALES TOOL. 





Caravel-produced TV spots currently being shown include 





these famous names, among many others: 


¢ Ballantine ¢ DuPont * Goodrich ¢ National Biscuit 
¢ Borden ¢ Fab © Gulf ¢ Socony-Vacuum 
¢ Bufferin ® Geritol e Jell-O e Stegmaier 

¢ Coca-Cola ¢ Gillette © Kent e U. S. Treasury 











CARAVEL FILMS, ... 


730 FIFTH AVENUE, NEW YORK 
CIRCLE 7-6111 














“We srounded our high training costs” 


MeDONNELL AIRCRAFT CORPORATION 





They learn faster, r 


McDonnell Aircraft made their 


sound movie to train sheet metal assemblers 


own low-cost 


in their aircraft plant. The movie was made 
possible through the Filmosound 202 record 
ing projector which enabled them to add 
An estimated 6000 


een the film 


their own sound track 


aircraft trainees have 


This manufacturer of helicopters and ait 


planes knows that no other training tool 


equals sound movies for fast, effective teach 
ing at low cost. McDonnell also uses movies 
as sales tool: and this con pany relies on 


dependable Bell & Howell equipment. 



































emember longer 


with sound movies! 


In business, industry, church and school, 
more and more sound movies are used to 


solve difficult and costly problems 


Bell & Howell offers a wide variety of the 
finest picture equipment to help you do the 


best job at lowest cost 


Bell ¢ Howell 


makers of the world’s finest 


motion picture equipment 






“We cut costs of training our 
aircraft workers with low 
cost sound movies we make 
ourselves using the wonder- 
ful Bell & Howell 202.” 








KENNETH E. DEeMOTT 
Training Supervisor 

McDonnell Aircraft Corporation 

St. Louis, Missouri 


New! Magnetic Filmosound 
202 16mm recording projector 
lets you add sound to your 
movies easily, inexpensively. 
Add sound to old silent films, 
change sound to fit specific 
needs. Runs optical and mag- 
netic sound movies. From $699. 








Special limited time offer 
FREE SOUNDSTRIPE! 


Bring your favorite 16mm 
film (up to 400 feet) to any 
authorized Bell & Howell 
dealer before March 31st, 
1954. He'll forward it to 
Bell & Howell for free 
SOUNDSTRIPE. When the 
film has been returned, 
you add your own sound 
with the Filmosound 202 
right in your dealer's 
store. This sensational 
free offer will not obli- 
gate you in any way. 





































Bell & Howell Company 

7108 MeCormick Road Dept. C 
Chicago 45, Illinois 

Please send me, without cost or 
obligation, complete information 


on sound movie equipment 
for use in Industry 


C) Home Church School 


NAME.... 


ORGANIZATION . 2 nce cece cceneeee 
ADDRESS 


CITY. wc cccccesccsscceseesesecee 


COUNTY. cccceccccees STATE...+++ 
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*CHICAGO 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


Moron PICTURES can move 


, , _ : ok 
necklines and hemlines up or down. They can shape hair-dos, DETROIT 
1000 Dime Bldg. 


and, more important, they can also shape people's thinking. 


In business and industry today, there is keen awareness of the 


CLEVELAND 
1010 Euclid Bldg. 


vital necessity for public understanding and approval of com- 
pany policies and practices as well as products. Motion pictures 


have proved a powerful and persuasive instrument for creating 


*HOLLYWOOD 
5981 Venice Blvd. 


an atmosphere of favorable public relations. Many of the proud- 
est American names have been so served by pictures written and 


produced by Wilding. 
ST. LOUIS 


You are invited to call any of our offices listed here to learn what 4378 Lindell Blvd. 
we have done for others and what we can do for you and your 


company to shape people’s thinking. 
CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 


Law & Finance Bldg. 


*Scudio Facilities 







WILDING 


PICTURE PRODUCTIONS, INC. 
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_ MOTION PICTURES + SLIDE FIL TELEVISION FILMS 
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BUSINESS SCREEN 
MA GA Zit N € 
10 Ton Lathe mbined with See & Hear Magazine 


Runs in President’s No.2 ¢ Volume 15 ¢ 1954 


Office... ANALYSIS OF CONTENTS 


ea General Interest Features 
Extraordinary Sales made 


possible using Advance Review—7|st SMPTE Meeting 
revolutionary 16 mm ’ 
Films’ Colorful Future 
“suitcase’”’ projector 
The Future of America: Pictorial 
Case Histories of New Films 
From the Woman’s Viewpoint 
15 Years of Business Filmaking 


Production Review—Ist Supplement 


55mm Neg-Pos Optical i ffects 


Selling and Sales Training 
PAA Training Program Report 
Ford’s “Man of the Year” 
Premium Record: Potent Sales Tool 
Candid Camera Looks at Selling 


Memo to a Salesman: Pictorial 


Editorial Departments 
Trends in the News 
Training Film Research Reports 
Sight and Sound 
Right Off the Reel: Opinion 
Business Screen Executive 
In the Picture Parade 
New Audio-Visual Equipment 
People Who Make Pictures 


Special Feature Section 


Directory of Audio-Visual Dealers 


Office of Publication 


7064 Sheridan Road, Chicago 26 


Eastern Editorial Bureau 
Robert Seymour, Jr., Eastern Manager 
189 Fifth Avenue, New York City 
Riverside 9-0215 or MUrray Hill 2-2492 
Western Editorial Bureau 
kdmund Kerr, Western Manager 


WANT FURTHER INFORMATION? 1038 Beverly Boulevard. Los Angeles 4 
Write for our free brochures on TS! equipment Tele phone : DUnkirk 8-0613 
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i ’ times annually at six-week i 

SERVICE Magazine Im Phone BRiargate 4.8234 oO. H 
Coelln, Ir., Editor and Publisher. In New York: Robert Sey 

INCORPORATED ed a ye ' 


1 Telephone Rive 


30665 FIVE MILE RD. { ‘ In Los Angeles: Edmund Kerr, 
| PLYMOUTH, MICH., U.S.A. I ' ele ¢ DUnkirk 8-0613. Subscription § 
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Custom Migrs. of Electronic and/or Mechanical Equipment 
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a good production 
PTA F4 


3 good package | 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 
happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 


The reels ore made of the hardest, spring-type 
steel. They just can't bend out of shape. The 
cans are die-formed, rigid, and dent-resistant. 
Together, they make the perfect combination for 
film production packaging. 


Reels and cans available 
in all 16mm sizes 


CORPORATION 


2251 W. St. Pav! Ave., Chicago 47, I, 


ous TURE UNS 


RONTO \9 ONTARIO 


ea THE QUEENSWAY TO 


BUSINESS SCREEN MAGAZINE 




















practically 
every 16mm produ 
in the western 
hemisphere is 


of 
byron 


byron produ¢tion services 


script titling 
animation location photography 
| sound stage music library 
ming... recording 
color-correct* prints complete black-and-white laboratory facilities 
art , sound effects 
8-hour service When you want the best quality and service 


if required. use swift, economical Byron production facilities! 


Visit our studios, discuss your plans with us, 


or ask for our illustrated brochure and price list. 


by ron Studios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 


. Reg. U.S. Patent Office 





550 Fifth Avenue, New York 36, N.Y. Circle 5-8188 
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sensitometry and densitometry 


Precision 


YOUR PRODUCTIONS 
BEST REPRESENTATIVE 


CLOSE CHECK ON 
PROCESSING 

Picture ana sound results are held 
to the closest limits by automatic 
temperature regulation, spray devel- 
opment, electronically filtered and 
humidity controlled air in the dry- 
ing cabinets, circulating filtered 
baths, Thymatrol motor drive, film 
waxing and others. The exacting 
requirements of sound track devel- 
opment are met in PRECISION’S 
special developing machinery. 





YOUR ASSURANCE OF 
BETTER 16mm PRINTS 


16 Years Research and Specialization in every phase of 16mm processing, 
visual and aural. So organized and equipped that all Precision jobs are of the 
highest quality. 
Individual Attention is given each film, each reel, each scene, each frame — 
through every phase of the complex business of processing — assuring you of 
the very best results. 
Our Advanced Methods and our constant checking and adoption of up-to- 
the-minute techniques, plus new engineering principles and special machinery 
enable us to offer service unequalled anywhere! 

Newest Facilities in the 16mm field are available to customers of Precision, 
including the most modern applications of electronics, chemistry, physics, optics, 


ment 


Precision Film Laboratories —a di- 
vision of J. A. Maurer, Inc., has 16 
years of specialization in the l6mm 
field, consistently meets the latest de- 
mands for higher quality and speed. 





including exclusive Maurer-designed equip- 
your guarantee that only the best is yours at Precision! 


PRECISION 


FILM LABORATORIE 








IN THE NEWS OF BUSINESS FILMS 


TRONG EMPHASIS and a sizeable budget 
~ of editorial space is given in this issue to 

the subjects of sales training, attitude moti 
vation of salesmen and some working techniques 
that appear to be getting sales results for com- 
panies now using them. 

Business and government leaders are agreed 
that we are in greater hazard from the fear of 
a recession than the economic facts themselves 
clearly warrant. A look at pages 36-37 (“The 
Future of America”) will support that view- 
point. We believe that the return of the career 
salesman and of career selling can play a vitally 
important part in maintaining consumer confi- 
dence, continued sane purchasing and resultant 
productivity. 

Listening to Harlow Curtice, president of 
General Motors, at his recent Chicago press con- 
ference during the March Auto Show in that 
city, we jotted down this significant remark: 

“Of course, 1953 did mark the return of a 
normal competitive market to the automobile 
industry. This year the market will be even 
more competitive. It also will mark the return, 
or a movement in the direction of, selling rather 
than order-taking. In that area | feel we have 
much unfinished business.” The italics are placed 
where we felt GM’s president emphasized the 
points. 

The automotive industry will find plenty of 
hard work ahead, starting with the yawning 
psychological gulf between the factory and the 
dealer. There must be serious attention on the 
part of those who create visuals to re-examine 
every scrap of research information on training 
tools and techniques that get results. The good 
ideas of yesterday must be fortified with sharper, 
incisive techniques for today’s critical problems 
of sales and service personnel motivation. 

Fortunately we've got plenty of experience 
among the film producers who serve the train- 
ing fields and loads of live ammunition in the 


( CONTINUED ON FOLLOWING PAGE EIGHT } 


















synchronous 
magnetic film 
recorder for 
motion pictures 
and television. 






STANCIL- HOFFMAN 


921 N. Highland Hollywood 38, Calif. 





particulars 





BUSINESS SCREEN MAGAZINE 
























“ALL BUT A FEW” 


That little children shall walk again...this is the great 


mission of the 17 Shriners Hospitals for Crippled Children 


spread throughout the land... administering to all, regard- 


less of race, color or creed, To encourage bequests to this 


magnificent work, Raphael G. Wolff Studios has contrib- 


uted a color motion picture...All But a Few.’ We are 


proud that this picture, of which we are both sponsor and 


producer, has been honored by the Freedoms Foundation 


with the George Washington Honor Medal for 1953, 


SegVOM yy, 


CON ie 
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Mr Producet our non-c mpet tive 
policy ot tast service and excellent quality 


has placed Cinettects ‘out in tront 


a producer's aid for art, animation and 
optical photography. And since 1939 the combined 
efforts of specialized personnel have key 
out in front’ in all phases of optical 
printing B & W lO and mm mm neg pos 
Eastman and Ansco color 
So, Mr. Producer, protect your production 
with che most complet specialized service 


available ind benefit by 


years of experience 











NEWS-TRENDS 


(CONTINUED FROM PRECEDING PAGE) 


way of equipment, prot esses and 


materials loo often. however, we 


tend to confuse physical techniques 
alone as motivating influences in 
themselves. There is no substitute 
for the simplest presentation of the 
right idea. Showmanship gets at- 
tention, but it won’t correct atti- 
tudes, stimulate thinking or inspire 
to personal action, 

These needs apply broadly across 
the whole field of industry from air 
transportation to welding equipment 
sales. This is not only the time of 
opportunity for the audio-visual 
executive within industry and the 
creator and producer of films .. . it 
is a time of urgent necessity for 
harder thinking and skillful appli- 
cation of these techniques—which 
are now vital to the nation’s con- 


tinued productivity. 
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Color Television Moves Up 
as RCA-NBC Announce Plans 
ae ie A’s I rank Folsom confirmed 
last month that the company’s 
Bloomington, Ind. plant was in full 
production on color tubes and that 
the company is beginning to fill 
dealer distribution lines for an early 
sales campaign, probably shaping 
up for this fall. 

The National Broadcasting Com- 
pany has released estimates that 186 
IV stations will be ready to telecast 
color by early next year. About 25 
cities can presently receive color 
telecasts. NBC’s further announce- 
ment of a fortnightly series of “col 
or spectaculars” next fall gives fur- 
ther evidence that the industry will 
be ready for smart sponsor ideas 
as color viewer audiences begin to 
mount, 

While there is plenty of need for 
quality production, good lighting, 
design and balance in color TV 
films, there are fewer technical prob- 
lems than were indicated some 
months ago. We look for a break 
in larger color tubes to be the real 
send-off to a promotional splurge 
that consumers will find it hard 
to resist. 

San Francisco's Business Film 
Show Had the Right Idea 


* From the evidence at hand, the 
March 10 Business Film Show of 
the Northern California Training 
Directors Association, held at the 
Mark Hopkins Hotel in San Fran- 
cisco wasn’t an overwhelming suc- 
CCUss, 

But the sponsors of this “first” 
exposition in that city had the right 
idea and we'd like to emphasize 


that important fact. First of all they 
helped broaden knowledge about the 
medium itself to a very specific 
audience in a special market area. 

They seem to have obtained the 
kinds of films which business and 
industrial people should be seeing 
and attracted a fair attendance in 
their first unaided attempt. For in- 
stance, a screening schedule for the 
group of films on salesmanship in- 
cluded such titles as The Man Who 
Sells, Selling the Sizzle, Overcoming 
Objections, Making That Sale and 
The Big Little Things. \t was pre- 
sided over by J. A. Gilbert, sales 
promotion manager for Moore Busi- 
ness Forms, Inc. Mimeographed 
audience handouts gave synopses 

Similar groups covered employee 
education, job training and safety 
films, each guided by a competent 
chairman. 

The point we’re making is that 
a dozen or fifty such localized events 
in principal U.S. cities would do 
American business and this audio- 
visual industry some real good. 
There is no such thing as a hori- 
zontal field of film interest per se, 
except among technicians. There 
are religious, educ ational and husi 
ness interests in sharply vertical 
fields which can best be served and 
advanced by clear thinking and hard 
work such as our friends in San 
Francisco have begun to act omplish. 


* * * 


U.S. Information Agency 
Utilizing 6,000 Projectors 

* Recent published comments by 
Theodore C. Streibert, director of 
the U.S. Information Agency (sep 
arated from the State Department 
last August) indicate that the U.S. 
has nearly 6,000 l6mm sound mo- 
tion picture projectors in use around 
the world. There are also about 140 
mobile power units for countries 
without electricity. 

The films used include sponsored 
pictures as well as government pro- 
ductions and pictures acquired from 
foundations and educational film 
sources. These have been translated 
into 22 foreign languages. Their 
drawing power is indicated by the 
activity of nearly 200 voluntary 
film committees in West Germany 
alone who are arranging film show- 
ings in their home communities. 

With the advent of magnetic tape 
recording, the ease of converting 
suitable film material for use in any 
dialect or language is making the 
job of film utilization easier and 
more fruitful. A page from this 
book of vast experience during the 
past decade could be lifted by U.S. 
business firms for followup via mo- 
tion pictures and adapted slidefilms 
among their overseas dealers and 
distributors. Ud 
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You Cant Haula Horse 
ina Handcart.. . 


And You Can’t Hold An Audience 
With a Dim Picture 


Inadequate equipment can ruin the success of any undertaking. 


16mm film showings are no exception... particularly where 100 
or more persons make up your audience. With present screen-sizes 
and projection-throws, the clear, brilliant, evenly-lighted pictures 
assured by carbon-arc projection are more than ever a “must” for 


successful auditorium screenings. 


Today, with record numbers of business and educational films 
competing for viewers’ time and attention, you can’t afford to 
neglect the important element of screen lighting — its influence 


on attention, interest and impact. 


Many new model lamps designed for “National” carbon-arc pro- 
jection of 16mm films are now available. See your supplier for a 
demonstration as soon as possible. You'll find them simple, safe, 


and four times brighter than the next best source. 


The term “' National’’ is a registered trade-mark of Union Carbide and Carbon Corporation 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y 
District Sales Offices: Atlanta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
IN CANADA: Union Carbide Canada Limited, Toronto 
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EVERY 


/ 


Many projectors LOOK somewhat alike, 
in gppearance and price—but Viewlex 
has something extra! Rigidly controlled 
standards of QUALITY carried through 
every step of manufacturing assure pro- 
jectors that are trouble free and a 
delight in operation. VIEWLEX QUALITY 
CONTROL is a precious property—it is 
the real reason why Viewlex guaran- 
tees every Viewlex projector for a 
lifetime! 





VIEWLEX VIEWTALK 


Plays: standard and long- 
playing records, up to 16” 
—two permanent needles 
on twist arm. 33'/, 45, or 
78 rpm. Model WR— 
4" x 6" detachable speaker 
for 150 or 300-watt Viewlex 
projectors. Model WHD— 
6 x 9 detachable speaker 
for 500-watt projector. 








V-2C -V-22C - v-25¢) 
For 35mm filmstrip single 
and double frame, vertical 
and horizontal pictures, 2x2 
and Bantam slides, any 
type mount. Change from 
filmstrip to slides in sec- 
onds, V2C—150-watt, V-22C 
~—~300-watt motor fan cool- 
ed, V-25C—500-watt motor 
fan cooled, 3-5-7-9-11 inch 


lenses. 


i VIEWMATIC 


Remotely controlled and au- 
tomatic magazine fed slide 
projection of 2 x 2 slides, 
Holds 30 slides, changed by 
remote control push-button 
or automatic timer, Runs 
forward or backward at any 
speed. For teachers, lec- 
turers, sales and advertising 
promotions. 








“Change-O-Matic’ Automatic slide 


metal, or tape slides intermixed. 
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No matter which you use... 
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V-4S — V-44$ 
For single-frame filmstrip. 
The ideal budget-priced 
filmstrip projector. Clear, 
sharp projection; brilliant 
illumination; simple to oper- 
ate. Cannot tear film. Mod- 
el V-4S 150-watt convec- 
tion cooled. Model V-44S 
300-watt motor fan cooled, 
2", 3", 5° and 7” focal- 
length lenses available. 


changer accommodates paper, glass, Vieukot inc. + lag 
s 


(viewsex AP-7CT 


CS= 


For professional use where 
size of audience demands 
extreme brilliance. For sin- 
gle and double frame, ver- 
tical and horizontal film- 
strips and 2 x 2 and Bantam 
slides. Finest optical system 
ever devised. 750-watt. Mo- 
tor fan cooled. 













STRIP-0-MATIC 


Remote control 35mm filme 
strip advance mechanism. 
Hand-held push-button. Al- 
lows complete freedom of 
movement. Speaker can 
stand wherever he wishes, 
or even sit with the audi- 
ence. For use with all View- 
lex filmstrip projectors (il- 


lustrated here with V-25C). 


QUEENS BOULEVARD 
ISLAND CITY 1, N. Y. 
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THERE’S MORE THAN ONE WAY... 
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Not everyone agrees on how to reach a destination... or 


how to make a motion picture. But, there’s always one way which is best. 





Our animation and live action artists believe they can help 


you select the best way to tell your film story. 


Neh Serban } 0 Bek D> « Biss 





NEW YORK-60 £. FORTY-SECOND ST. LOS ANGELES-201 N. OCCIDENTAL BLVD. 
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MANEUVERABILITY 





1 as HOUSTON-FEARLESS 
NEW! gs ~. CINEMOBILE 
S ~ 


’ 
— 
. .  F 


HEW! CIRCULAR STEERING L ao 


NEW! HYDRAULIC BOOM LIFT 


NEW! MANEUVERABILITY 





NEW! HANDLING EASE 


NEW! VERSATILITY 
NEW! LOW SLUNG CHASSIS 


4 
e yf h ¢ 
THE HOUSTON-FEARLESS CORPORATION 
H 11811 W. Olympic Bivd. © Los Angeles 64, California 
Send information on [] Cinemobile [} Film Processors [_) All Metal Tripod 
[] Panoram Dolly [] Camera Crane [] TV Pedestal 
FEARLESS nome 





. Firm 
Co fro ration bine 


City 








Film Loops for 
Industrial Training 


RAINING FiLM production and 
g utilization procedures, like 
most other human activities, tend 
to be formed into standard patterns. 
What has been done and judged 
acceptable, useful, or satisfactory in 
the past, tends to be repeated. This 
has the effect of reducing variations 
in procedures of production and use. 
Inventive and creative variations are 
restricted, because these involve 
considerable risk of failure. On one 
hand standardization limits vari- 
ations. vet on the other hand vari- 
ations and radical new adaptations 
of materials and methods are re- 
quired to solve the persisting prob- 
lems of industry. Film loops would 
appear to be one useful variation of 
the standard industrial training film 
which could be used to solve some 
of the problems of industrial train- 
ing. 

Film loops are not new, but recent 
explorative work for the Special 
S. Navy, con- 
firms their effectiveness for certain 


Devices Center, U. 


applications and provides justifica- 
tion for extending the range of their 
application. Repetitive film loops 
when properly made, and used in 
realistic work situations by daylight 
rear screen projection, meet many 
of the requirements of an effective 
training method: 


1. Repetition. 
produced with step by step (inter- 


Film loops can be 


nal) repetition with emphasis being 
given to difficult (for the workers) 
or “crucial” performance steps, in 
a limited job. When a good loop is 
produced, its net training effective- 
ness can be increased as required 
by the trainees and the difficulty of 
the job, by repetitive viewings. 

2. Practice. Film loops can be 
made in such a manner as to permit 
two kinds of practice: a. Loops 


with optimum rates of development 


Below: daylight film 


oor training 


c rojector in 


situation. 
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SUGGESTED EXTENSIONS FOR THE USE 
OF SOUND MOTION PICTURES IN INDUSTRY 


TRAINING AND JOB TESTING APPLICATIONS 


by C. R. Carpenter and L. P. Greenhill 


The Instructional Film Research Program, Pennsylvania State University 


(i.e., proper “pacing’’) may permit 


concurrent practice, i.e., practice 


film, b. 


Projection of loops can be stopped 


along with viewing the 
and thus allow for intermittent o1 
interspersed practice of the task. 
Both interspersed 
practice may be needed for training 


concurrent and 


some workers, on some jobs. 


3. Seope. Characteristically each 
film loop deals with a limited task 
of part of a job. This may bring 
the scope of the subject within the 
attention spans and comprehension 
ranges of workers. 


4. Extended Scope. Since indi- 
vidual film loops do and should 
cover only limited tasks, the neces- 
sity may arise for producing and 
using a series of loops each dealing 
in detail with “natural” phases or 
steps of the total complex perform- 
ance. Such series of loops may 


need introductory and summary 
loops. Ree ently, we have produced 
a series of eight loops to covet steps 
in a basic military task, with addi- 
tional loops to introduce, and sum- 


marize the task, 
5. Model 
loop may be used to provide trainees 


with a performance model which 
can be presented to them in their 


of Performance. The 


AN INTRODUCTION 


*® Industrialists who develop 
new materials or methods are 
generally aggressive in exploring 
for new uses or applications of 
the new products and procedures. 
Plastics and new synthetic fibers 
are being used in the manufac- 
ture of many new products. 
Methods employing radio active 
tracer elements are being extend- 
ed rapidly to the testing of ma- 
terials: for measuring friction 
effects, wear, stress and “fatigue”. 
Extending the range of uses of 
new materials and methods is a 
normal and necessary activity of 
progressive industrialists. 
Likewise, in the fields of motion 
picture photography and sound 
recording as these relate to indus- 
trial problems, the development 
materials, 


of new techniques, 


normal work situations, and which 
workmen can copy or “imitate” un- 
til their performances correspond 
with the model prescribed as the 
best method of performance. 


6. Immediate Realistic Applica- 
tion. It is a well known fact that loss 
of learning occurs with the passage 
of time between the training sessions 
and the time when new learning is 
applied. Film loops when projected 
on daylight screens offer the possi- 
bility of staging training in actual 
work 


training with performance practice. 


situations, thereby merging 
Thus, the correct learned responses 


may be “confirmed” or “rein- 
forced,” and errors may be seen and 
avoided. In short, the instructional 
materials may be directly validated 
and immediately applied. 

We suggest that batteries of loop 
projectors may be set up in produc- 
tion training situations, or at work 
stations on production lines, and 
thus a high degree of integration 
of training with realistic perform 
ance achieved, 

We have made these suggestions 
within the context of skills training. 
have found the film 
loop to be admirably adaptable to 


Howeve1 . we 


more conceptual types of learning. 


For example, the loop can be used 


TO THESE ABSTRACTS 


equipment and methods should be 
followed by efforts to extend their 
application to the persisting prob- 
lems of industry. 

The purpose of this article is 
to formulate some suggestions for 
extending the uses of sound mo- 
tion pictures in industry. The 
suggestions which we shall make 
are based on developments in this 
and related fields. and on recent 
research and development work 
of the Film Re- 


search Program at The Pennsyl 


Instructional 


vania State University. Our sug 
gestions for extended (not neces 
sarily new) uses of sound motion 
pictures relate to three problem 
areas of modern industrial oper 
ations, namely, job training, pro- 
ficiency testing and job descrip 
tion. 


effectively in teaching nomenclature 


the names of parts and technical 
terms—and in teaching vocabulary 


of a foreign language. 


Film Ideas for 
Proficiency Testing 


a STRY is faced 


the problems of selecting from 


always with 
a given population those men and 
women best suited for spec ifve jobs, 
of reassigning employees, of promot 
ing or “upgrading,” and of main 
taining performance standards 

interviews, verbal 
task-simulating 
motor-skills tests, work sample tests, 


Employment 
paper pencil tests, 
and even trial work periods all have 
advantages and disadvantages in 
personnel selection. After periods of 
training, it is often desirable to 
measure the achievement of trainees 
and use the results as a basis for 


decisions about future assignments. 


Material Factors 


Ideally. it would seem that ade 


Time and 


quate work samples of a range of 
possible job assignments would be 
the most valid method. However, 
it is rarely practical for this method 
to be used because of requirements 
involving considerable amounts of 
time (both of test administrators and 
of trainees), and availability of 
equipment, tools, space, ete. 
Recently, for the Adjutant Gen 
Office, Department of the 


Army. we 


eral’s 
have continued the ex- 
plorations of Gibson and others into 
the effectiveness of sound motion 
pictures as a medium for testing 
proficiency on completion of a course 
The task used, the 


maintenance of tanks, 


of instruction. 
repair and 
was one requiring complex met hani- 
cal skills and relevant knowledge. 


Film Testing Reliable 
The practicability of producing 
and administering proficiency tests 
demon 


on film was successfully 


strated. Furthermore, the film test 
was distinguished by very high re- 
liability. 


sistent in the degree to 


That is, it was very con- 
which it 
good and 
This 


an inherent 


discriminated between 
poor performers on the test 
high reliability may be 
characteristic of film test items be 
cause of their specificity and pic 
torial concreteness, which could have 
the effect of reducing ambiguity 
The multiple-choice items in this 
particular film test proved to have 
slightly 
higher 


a validity only (and not 


significantly ) than a cur 
rently used paper and pencil test 
which has undergone considerable 
deve lopment. It should be pointe d 


(CONTINUED ON FOLLOWING PAGE) 






Filming test problem for 
motion picture proficiency test. 


Film Proficiency Tests: 
(CONTINUED FROM PRECEDING PAGE) 
out that this validity was determined 


by relating 


tests to supervisors ratings of the 


students work in the practical 


phases of the course. A problem 
for future research is that of deter- 
mining the valadity of film tests by 
comparing them with actual job per 
formances 
Format of Film Test Problems 
® The test problems included in the 
film proficiency tests were of three 
main varieties: 

| Multiph choice lype proble ms 
A sequence of operations was filmed 
together with relevant sounds. The 
film would ask the 
questions as “What, if anything, is 


trainees such 


performance on the 


wrong with this engine?”; or, “What 


adjustment is the mechanic mak 
ing ? or, “What should you do 
“What principle does 
2”: or, “What did 


next’; of, 
this demonstrate’ 
the mechanic do incorrectly? 

Four alternative answers would be 
presented in the form of titles and 
spoken commentary to minimize de 
mands on reading ability, and the 
student would be asked to indicate 
his choice of right answer on a 
special form 

2. Situational test problems. An 
extensive trouble-shooting problem 
would be presented, complete with 
real sound effects, and the student 
would be asked to indicate on a 
check list what steps he would take, 
ind in what order he would perform 
them, to rectify the trouble. 

}. Judemental test problems, A 
complete overhaul operation would 
be filmed in which several men take 
part. The trainees seeing the film 
would be asked to rate the perform 
ance of each man with reference to 
a number of criteria. (Test prob- 
lems of this kind appear to be very 
appropriate for selecting foremen 


ind supervisors. ) 


Advantages of Film Proficiency 

Tests Are Enumerated 

* Film proficiency tests have a num 
ber of apparent advantages: 

1. Realistic visual and sound test 


materials can be prese nted by films. 


Film Editing Made Easy 
with NEW 


professional 
film wiewer 


for 35mm and 16mm 


Every film editor will appreciate a viewer that enables him to 


view his film from left to right—on a large, brilliantly 


illuminated screen. 


The PROFESSIONAL FILM VIEWER makes film editing 


a breeze. Easy threading, portable, will not scratch film. Put 


this viewer between your rewinders and speed up your editing. Size of 


Viewing Screen 544 x 4%. 


Yyy 
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2. Film tests can be 


produced 
which closely correspond to actual 
work situations. 


s. We believe that the 


loadings” of film tests can be greatly 


“verbal 


reduced over paper-pencil tests, but 
this was not demonstrated in the 
present study. 

|. Complex fields of stimulation, 
both visual and sound, can be pre 
sented for the trainees’ discrimi- 
nation and response. 

5. Film proficiency test adminis- 
tration can be highly standardized 
and controlled. 


6. Film tests can be administered 


Simple setup of production 
for filming proficiency test. 


simultaneously to relatively large 
groups of people (100 or more at a 
time) 


7. The tests can be scored ob- 
jectively and quantitatively. 

8. Trainees indicate that they 
prefer film tests to paper-pencil 
tests—film tests appear to be rela- 
tively more interesting to take. 

9. If knowledge of results on test 
problems is given to the trainees, 
the test can become a valuable teach- 
ing aid. 


Feasible at Low-Cost Level 

We believe that film proficiency 
tests are economically feasible to 
produce if simplified 16mm produc- 
tion methods are used. While they 
are considerably more expensive to 
prepare than paper and pencil tests, 
they are much less expensive to pro- 
duce and administer than compar- 
able “work-sample” tests which 
would need a great deal of super- 
vision, tie up much equipment, and 
require considerable setting-up time. 

The application of film tests of 
many types in industry and else- 
where is, in our opinion a challeng- 
ing new field which invites further 
research and development. 


The Use of Films 
for Job Description 
ee — Use or Fits has been 
made in industry for time and 
motion study, for improving eflici- 
ency and for work simplification. A 
(CONTINUED ON PAGE SIXTY-THREE) 


35mm Model $375 


16mm Model $350 
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Action is a major factor in motion pi tures. When 
well adapted and skillfully applied it gives an im 
pact toa story, a presentation 01 an idea which can be 


accomplished by no othe medium. 





SOUND MASTERS 





ESTABLISHED 1937 





NUMBER 2 * 









VOLUME 15 


PHOTOGRAPHY BY SOUND MASTERS 
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SOUND MASTERS, INC. 


165 WEST 46TH STREET, NEW YORK 36, N.Y. 
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We at Sound Masters are always conscious of this la 
tent power, and wal h for every Opportunity tO use it 
appropriately for maximum audience impression, en 


thusiasm and conviction in the pictures we produce 
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SLIDE FILMS 
TV SHORTS 
COMMERCIALS 








PLAZA 7-6600 


Pr ERLESS 
is happy to salute all of the winners of 
BILLBOARD’s Film TV Service Awards 
... and focus the spotlight on the win- 


ners in the following category: 


DISTRIBUTORS OF TV FILM SERIES 


Which distributor of TV film series offered film 
in the BEST CONDITION during 1953? 


Ist Place 2nd Place 3d Place 





Ziv TV Programs NBC Film Division Guild Films, Ine. 


(191 Points) (84 Points) (62 Points) 


v 
hese awards went to 


distributors who use Peer Less Treatment. It 
is gratifying to have such confirmation that 
PEERLESS-treated prints are always in good 


condition. 


A few of the many TV shows on Film 
that are PEERLESS-treated: 


All Star Theatre 
Big Town 


Mike Malloy 

Mr. and Mrs. North 
Cisco Kid Mr. District Attorney 
Crusader Rabbit Omnibus 

Dennis Day Patches 

Drew Pearson Public Prosecutor 
Favorite Story Ramar 

Front Page Detective 
Heart of the City 


Story Theatre 
Superman 

Hopalong Cassidy 
| Led Three Lives 


| Married Joan 


The Falcon 
The Unexpected 
The Visitor 
Joe Palooka This is Hawaii 
Letter to Loretta This is The Life 


Liberace Times Square Playhouse 
Life with Elizabeth Topper 


lux Video Playhouse You Bet Your Life 


For many of these shows, we ship to the first air 
date and service the prints between air dates. 


KERLESS 


165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Advance Program Review Gives Highlights 
of 71st Semi-Annual SMPTE Meeting on May 3-7 


¢ THIS fast-changing world of 

business and television film pro- 
duction, the 71st Semi-Annual Con- 
vention of the Society of Motion 
Picture & Television Engineers at 
the Hotel Statler in Washington, 
D.C. on May 3-7 is of special in- 
terest. 

Highlighting a program which 
includes some 51 papers delivered 
by film, equipment and _ television 
industry specialists are such topics 


as: 


Color Cinematography by Ger- 
ald F. Rackett, Columbia Pictures 
Corp.. Hollywood. 


Latensification of Multilayer 
Color Film by K. M. Carey, Na- 
tional Film Board of Canada, Ot- 
tawa, Ont.: New color films of the 
negative-positive type have hastened 
the trend from black and white to 
color in the motion picture indus- 
try. In order to overcome low 
emulsion speed of these stocks, 
which limits their use under cer- 
tain location conditions, a method 
has been discovered to increase 
speed of Eastman Color Negative 
Safety Film without objectionable 
loss of contrast or color shift. 


History and Development of 
the l6mm Camera and Projector 
by Malcolm G. Townsley, Bell & 
Howell Co., Chicago. 


High Brightness Xenon Com- 
pact Are Lamp by W. T. Anderson, 
Jr., Hanovia Chemical and Mfg. 
Co., Newark, N. J.: Xenon compact 
are lamps have been developed 
which have high brightness, spec 
tral energy distributions in the vis 
ible spectrum resembling closely 
that of sunlight, and color temper- 
atures of about 5200 K. A. 1000-w 
lamp for a- operation is described. 
When these lamps are operated on 
suitable a-c electrical circuits, they 
may be used satisfactorily in port- 
able equipment for the projection 
of 16mm film by CinemaScope and 
-D optical systems. 


Early History of Amateur Mo- 
tion Picture Film by Glenn E. 
Matthews and R. G. Tarkington, 
Lastman Kodak Co., Rochester, N. 
Y.: A review of the amateur use of 
motion picture films prior to 1923. 
Research that led to the development 


of the Cine Kodak Process. 


A Plotting Device for the Ani- 
mation Stand by C. E. Beachell. 
National Film Board of Canada: A 
time-saving device to plot movement 
over stationary art work on the an- 


imation stand, assuririg smooth 
movement in acceleration and de 
celeration. The necessity of work- 
ing out mathematical coordinates 
is eliminated. Complicated move- 
ments are plotted rapidly. 


High-Speed Photography in the 
Development of Diesel Engines 
by Charles C. Everett, International 
Harvester Co., Melrose Park, IIL: 


The application of high-speed pho- 


tography in the design, develop- 
ment and testing of a fuel meter- 
ing system for diesel engines. 
Problems and solutions used to put 
data on film. Curves of actual data 
reduced from films, equipment, set- 
ups and excerpts of actual 16mm 
films will be shown on slides. 


Uses of Photography in Ballis- 
tic Measurement by George E. 
Merritt, U. S. Naval Proving 
Ground, Dahlgren, Va.: A survey 
of the photographic methods and 
apparatus used to obtain detailed 
pictures of missles in flight. It in- 
cludes pictures of shock waves and 
other phenomena; also those used 
to determine space-time coordinates 
of ballistic events. Emphasis on U. 
S. Naval apparatus. 


The Early Days of Television 
by J. V. L. Hogan, consultant, New 
York: The beginnings of television 
in U. S. A. and abroad. At first, 
many ingenious attempts were 


{ CONCLUDED ON PAGE EICHTEEN )} 





MOTION PICTURE 
PRODUCER, DIRECTOR 
Available Soon 
Employed at present time in 
charge of motion picture pro 
duction for leading oil com- 
pany. 18 years experience in 
production, script, direction, 
motion picture photography, 
editing, scoring and record- 
ing of industrial, sales train 
ing, educational, travel and 

theatrical motion pictures. 

Highly experienced in low 
budget productions for indus 
try. Will be available in neat 
future. Desire change to bet 
ter position. My employer has 
been notified of this adver 
tisement. 

Please address all inquiries to: 
Box 54-3B 
BUSINESS SCREEN 
7064 Sheridan Rd. « Chicago 26 
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SENSITOMETRIC CONTROL. The quantitative 


measurement of film processing data. Symbolic of 


the scientific methods by which all film is proc- 









essed at Consolidated Film Industries. 


The Nation's Foremost Laboratory Service 





CONSOLIDATED FILM INDUSTRIES 


959 Seward Street, Hollywood 38, California - HOllywood 91441 
1740 Broadway, New York 19, New York + JUdson 61700 
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VU-LYTE 


FINEST! 


Opaque Projection with 
the VU-LYTE is one of 
the finest methods known 
to communicate ideas, 
get facts across so 
they‘re remembered 
Every day, Educators 
find more proof that the 
VU-LYTE is the most ef 
fective teaching tool 





they have ever used 
The VU-LYTE projects anything in its natural col 
ors. Pictures, books, solid objects, diagrams, mag 
azines, homework papers. No preparation is 
necessary. Simply insert the original copy, flick 
the switch 


FREE DEMONSTRATION Te oy 


Interested in quicker, better learning? Mail the 
coupon for a Free Demonstration, to be given at 
your convenience. You'll be surprised at how the 
VU-LYTE gives expression to your full Executive 
potential! No obligation, of course 






fad Te 
! e “i = 
d car ai a 
/ Charles n Diy; a Ob on 
6 el pt. B. 2 i 
/ 0 Badg erc pany, 3 " 
/ Genth Men Newark 8N ; 
Ple 
! i my ion, rang lor I 
eMen ‘FREY 
/ DEMONs} 
j ome R ATION 
/ School a Position 
/ 
$ — 
/ Choo! Addres, 
Hf City a 
= =n io - Zone 
en a ae State = 


- 


= a aul 


MAIL COUPON TO: Educational Division, 


CHARLES Peackee COMPANY 


est tee 
60 Badger Avenue, Newark 8, New Jersey 





Advance Program Notes 





for SMPTE Meeting: 


( CONTINUED FROM PAGE SIXTEEN } 
made to solve technical problems: 
successful at “seeing at a distance” 
but limited as to amount of pictor- 
ial matter that could be transmit- 
ted. 


CBS Color Television Staging 


and Lighting Practices by Rich- 
ard S. O’Brien. Columbia Broad- 


lcasting System, New York: Color 


television production requires more 
stringent studio practices than does 
monochrome t.v. Camera and sys- 
tem adjustments must be made 
more precisely, the maximum scen- 
ery reflectance level must be re- 
duced, the color balance of studio 
illumination must be controlled, a 





higher light level must be provided, 
and “effects” light ratios reduced. 


Subject Lighting Contrast of 
'Color Motion Pictures for Tele- 
vision by E. T. Percy and T. G. 
Veal, research laboratories, East- 
man Kodak Co.: A study was made 
of set lighting in making motion 
pictures for color television. It was 
found that optimum tv. picture 
quality was obtained when the 
subject lighting contrast was re- 
| duced to correspond more nearly 
|with the range of brightness which 
ican be reproduced over a color 
|t.v. system. Description with slides 
lof results obtained using different 
\subject lighting contrast ratios. 


| Color Kinescope Recording 
Methods by E. D. Goodale, Na- 
\tional Broadcasting Co., Inc. New 


York. 


A Continous Projector for Tele- 
vision by Otto Wittel, Camera 
Works, Eastman Kodak Co.: A 
16mm continuous projector with an 
£/1.6 optical system which has been 


=| designed especially for color tele- 


vision is described. The optical 
compensator consists of two semi- 
circular rotating and tilting mirrors 
located in parallel light between the 
objective focused on the film and a 
collimating lens focused on the fly- 
ing-spot scanner. ye 


|Commercial Pix Equipment in 
|New, Larger Chicago Quarters 
Commercial Picture Equipment, 
Inc., is now located in new quar- 
ters at 1802 W. Columbia Ave., 
Chicago. The move to larger quar- 
ters was effected to bring customers 
faster service, facilities for construc- 
tion of big screens and stages, more 
complete rental stock and other im- 
provements, the company = an- 


nounced. 
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Sui RRA planning 


multiple” use for sponsored films 


Sarra experts are adept in planning business films that reach multiple audiences and 


give the sponsor “big extras” for his money. 


A recent example of how successfully this can be done is a highly interesting 20-minute 
film, “One Ounce of Safety,” produced by SARRA for the Hy-Test Division of Inter- 
national Shoe Company. Its story of how one worker saves another’s foot from serious 
injury was designed to impress on industrial employees the necessity for wearing safety 


shoes to guard against toe injuries. 


REACHING A BONUS AUDIENCE 


In its first year the film has been shown to over 100,000 
plant workers. Moreover, the story is so entertaining 
and dramatic — and so carefully avoids commercialism — 
that the film has been welcomed by T'V stations and 
used as a sustaining program to reach a bonus audience 
of about 4 million! 


A production scene from Evinrude’s dealer movie shows Mel Allen 
telling the story of “Whispering Power’’. This sound track, together 
with part of the film, is used in both movie and TV commercials. An 
example of SARRA multiple use planning ... with Evinrude Motors 
and its agency, the Cramer-Krasselt Company. 
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A client group discussion of technical matters during the shooting 
of the industrial movie, “One Ounce of Safety”, for International 
Shoe Company’s Hy-Test Division. In addition to industrial show- 
ings, 31 TV stations used this SARRA film on a free-time basis. 


TV COMMERCIALS PLANNED FOR USE IN 
BUSINESS AND CONSUMER FILMS 


Sarra also plans the production of TV commercials so that 
scenes from them can be inserted into films for showing to 
business or consumer groups. Another example of “more 
for the money!” 

Whatever the film productions you have in mind, let Sarra 
work with you to co-ordinate the planning for multiple use, 
to stretch your money and widen your audience, Ask to have 
a Sarra representative call; no charge for a consultation. 


ARRA— Be 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Mister — How'd YOU 
like to wear goggles 
like these all day? 


And how’d you like to trade in that fedora for a he avy steel helmet? 
What about those soft kid gloves you wear? How’d you like to try 
asbestos on for size! 

I'll tell you the truth. I think you'd like it fine. If you had a job 
you understood and cared about, and if you were helping to make 


something worthwhile. My kind of a job 


Know what got me sounding off like this? A movie. I saw it yes 
terday afternoon and thought about it a lot since. The company 
mace it, and it Was about the people at the plant It showed all ot 
us here at Studebaker, what we do and why we do it 

The pt ture starte d me thinking and so did the audi nce. I nyineers, 
hody men, assembly-line guys, foundry-men like me . . . all different 
jobs but all doing the same job. You could feel it there in the dark. 

I make cars. So does everybody else in my company. We just make 
them different ways, but we all share the pride, the sense of giving 


our best. 


Hey, mister, you want to try on my helmet! 


Scene above from “Partnership of Faith” Indust: 1s motion picture 


produced for the Studebaker Corporat 


ie tiated 
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NEWS-TRENDS FOR SPONSORS 


Non-Amateur Photo Products 

Form 67% of Total U. S. Sales 

* The sale of non-amateur photo- 
graphic products during the past 
four years consistently ran from 
64% to 67% of total photographic 
sales according to bureau of census 
data recently corrected by the Na- 
TIONAL ASSOCIATION OF PHOTO- 
CRAPHIC MANUFACTURERS, INC. 

Non-amateur sales include scien- 
tific, educational, graphic arts, pro- 
fessional, government and _ similar 
uses. The total estimated shipments 
of all photographic products in the 
U.S. by domestic manufacturers at 
manufacturers’ selling prices during 
the four year period are: 540 mil- 
lion dollars in 1950; 625 million 
dollars in 1951; 740 million dol- 
lars in 1952: 790 million dollars 
in 1953, 

The survey also disclosed that 
there are an estimated 56 to 57 mil- 
lion amateur cameras personally 
owned in the U.S. 

* * * 

Numerous Sales Executives Agree 
Visual Presentations Get Orders 

* Good visual presentations are 
proving successful in helping sales- 
men nail down sales from estab- 
lished customers and new prospects. 
This was revealed by a recent survey 
completed by the National Visual 
Presentation Association among 
companies whose presentations won 
awards in the 1953 contest for visual 
sales presentation co-sponsored by 
the Association and the Sales Ex- 
ecutives Club of New York. 

The second annual awards for 
visual sales presentations will be 
made on April 14, at a luncheon 
meeting of the Sales Executives Club 
at the Hotel Roosevelt, New York 
City. 

As a result of winning the top 
place in the first annual awards, 
George Guglielmone, vice president 
and general manager of Esquire 
Socks, New York City, states that 
“Even die-hards among our sales- 
men now feel that a visual presen- 
tation saves time—produces _ in- 
creased sales results. Our company 
is using and will continue to use 
visual presentations.” 

William M. Spierer, sales promo- 
tion manager for Metropolitan Sun- 
day Newspapers, another 1953 
award winner, said, “Our filmstrip 
has been instrumental in conveying 
our story more rapidly and visually 
to our audiences. It is registering 
our story with audiences better than 
anv other device we know of. It is 
a perfect means of telling our story 
and sets the stage for follow-up by 


our salesmen with other types of 
visual presentations.” 

Metropolitan Sunday Newspapers, 
expanding its visual presentation 
program, plans two major films this 
year, plus two merchandising films 
to tell its story to sales prospects. 

The visual presentation program 
of Aldon Rug Mills, New York City, 
is being expanded by demand of its 
sales representatives and customers. 
Aldon salesmen using the award- 
winning visual sales presentation 
have found that customers request 
the right to use the presentation 
in retelling the story to their own 
customers. 

The unusual success of the prize- 
winning Aldon visual sales presen- 
tation for the company’s broad- 
looms has resulted in the prepara- 
tion of another visual presentation 
for its scatter rug line, with the 
visual presentation technique ex- 
panded and used wherever possible 
to increase sales. 

Sales representatives for SEVEN- 
TEEN Macazine have used their 
prize-winning visual sales presenta- 
tion more frequently and more suc- 
cessfully, feeling that they had a 
top-notch selling tool in making 
presentations to customers and pros- 
pects. 

Howard Bergman, promotion di- 
rector, plans to expand the program 
of visual sales presentations, aimed 
at specific industries, and which 
will augment the general presenta- 
tion of the markets reached by the 
publication. 

The deadline for entries into the 
1954 Second Annual Awards pro- 
gram was March 1. Awards will 
be made for three types of visual 
presentations where salesmen ac- 
company the presentation: 1. Where 
presented orally by salesmen. 2. 
Where all or some of the sales talk 
is incorporated mechanically into 
presentation, other than a motion 
picture. 3. Motion pictures with or 
without sound other than those 
aimed at the general public. 

we * * 

Human Relations Pix Bibliography 
Published by Dept. of Commerce 
* “Human Relations and Manage- 
ment,” a 19-page motion picture 
bibliography has been published by 
the Department of Commerce. It is 
one of four film logs printed by the 
Department for industry. 

The booklet lists some 240 films 
on human relations and manage- 
ment, giving title, source, physical 
data, date of release and content 
description. It may be procured by 
writing the Office of Technical 
Services, U. S. Department of Com- 
merce, Washington 25, D. C., ac- 
companied by check for $1.00 pay- 
able to the Treasurer of the U.S. 
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Weve not 
taking bows 


A though we're not taking bows or patting ourselves on the back, we 


must admit that we are always pleased when we get letters like this one. 


We want you to see this letter because it points out two of the things 


we hold important for a successful film program. 
These two things are service and film condition. 


We make what we consider to be unusual efforts in these respects 
and we're glad to know that Brother John Capistran thinks we do a 


good job. 


Our business has been built on service to our audiences and service to 
our sponsor clients. Promptness, courtesy, efficiency, reliability those 


are the things we want to be known for. 


TALKING | 


PICTURE 
SERVICE 
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HOLY TRINITY HI 
conver gr SCHOOL 


BROTHERS Of 
1043 HOLY Cross 


CHICAGO 22, ILLINOIS 


January 17, 195), 


Modern Talkin 
ae Bet Ontario Street erTto% Inc, 
cago ll, Nlinois 


Dear Sirs; 


that 


® smooth, trouble. free, 


that I do not have with fi} 
Many thanks 

but for the prompt and 

ceive from the People a 


from other sources, 
» not only for the Inspect-0-Fi 1m 
, 


courteous Service we always re. 
t Modern, 


Sincerely yours, 


Brother : 
Brother oo Cpista.oxe 


stran 
Director of Audio-Visual Atte” 


Film condition, too, is an important part of Modern service. The 
Inspect-O-Film electronic film inspection machines that have been 
installed in Modern exchanges represent a list price investment of $67,000, 
These machines PLUS trained film handling people have only one duty 


to maintain prints so they will always be in the best possible condition. 


Yes, these things are important to us and to our film using audiences. 


We believe that they are equally important to every film sponsor. 


Modern now lists among its clients, many of the most respected names in 
American business. If you have, or are considering a sponsored film 
program, it will be worth your while to find out what Modern offers 


you. Phone or write any of the offices listed below. 


NEW YORK: 45 Rockefeller Plaza . JUdson 6-3830 
CHICAGO: 140 East Ontario Street ee DElaware 7-3252 
PHILADELPHIA: 243 South Broad Street e Kingsley 5-2500 


LOS ANGELES: 612 South Flower Street « MAdison 9-212) 








S EE the latest 
in selling tools 


masibiin 
BTID SS 
SHON 


May 10, 11, 12, 1954 


Grand Ballroom and Adjacent Ballrooms 


HOTEL BILTMORE 
NEW YORK CITY 


The latest in visual aids, equipment, 


at 


sales presentations, advertising specialties 
Request Guest Tickets & Exhibit Data from 


ADVERTISING TRADES INSTITUTE, INC. 
270 Park Avenue, New York City 17, N. Y. 








od 
—like a “right arm” for the creative MP and TV Director 


ZOOM DIRECTOR'S FINDER for 
lémm ond 35mm... . lémm 
zooms from 3mm te 75mm. 
35mm rooms from 25mm te 
6”. $15.50 


Metaicevese’ 
peeeere 
peeret® a4 
700 


WATSON Director's type finder, 
pocket size, with mattes from Vole... 
30mm te 100mm fer 35mm 
cameras 
cameras. $35 


right off the reel 


A COLUMN OF EDITORIAL OPINION 


i ye DISTRIBUTION of sponsored motion 
pictures via 16mm self-equipped audiences 
and sustaining television is adding up to impres- 
sive totals of viewers and some equally im- 
pressive budgets 

Association of 


The Films Committee of the 
National 


ing a test group of 67 member companies with 


Advertisers has been quietly survey 
nearly 160 pictures in current circulation. Its 
findings will be presented at the annual fall 


ANA this year and the results 


may jar some complacent firms who have been 


meeting of the 


overlooking the film medium. 
Smartly-produced films are averaging three 
to five years’ active life, with some like Alcoa’s 
Unfinished Rainbows going strong after a dec- 
ade of showings. Such films run up 10, 15, 


20 million circulation with costs per viewer 
dropping fast after first year’s exhibition. Real 
kicker in this deck is that per viewer costs of 
1%, to 4! 


centrated 


» cents cover 20 to 30 minutes of con- 
sight/sound attention time for each 
person in the audience. Comparing this to the 
seconds of reader attention available in printed 
and t.v. commercial media is the present hobby 


of more than a few hard-headed advertising 


managers 


oer 
itis te Tt 


TEWE MOTIVEFINDER is a wizard that solves scores of set problems 


VOM GAYA DINED): 


. 
r] 
, 
‘ 
4 
r 
‘ 
: 
, 
. 
. 
a 
. 
j 
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Discount American Film Assembly Awards 
With Too Many Pix, Too Little Judgment 


* Crowding 400 motion pictures representing 
225 producers and sponsors into a short two- 
schedule at Chicago’s Conrad 
Hilton Hotel is the gist of the American Film 
Assembly launched by the lavishly-endowed Film 
America on April 1, 2. Windup 


session on April 3 will show case 12 Golden 


day screening 


Council of 


Reel Award winners. 


Since producers and sponsors themselves 
could elect to sit in judgment on their own 
wares, significance of any awards must be 
sharply discounted. Moreover any and all films 
submitted (subject to only time limitation) are 
being screened. An advance rundown of this 
list reveals much amateurish material, con- 
tradicting advance billing of Festival as “only 
the best.” 

of Film 
seek cover of big-names and loud ballyhoo was 
further confirmed by 


an entirely new board of directors, eliminating 


Tendency Council management to 


recent announcement of 


representation of organized groups within the 


audio-visual field and substituting borrowed 
greatness and film inexperience. Department of 
Audio-Visual Instruction of National Education 
Association promptiy announced severance of 


FCA affiliate 


last month. 


relations at its annual meeting 

Detailed observer analysis of Film Assembly 
is being made for publication next issue. We 
OHC 


could be wrong. 


bbbbebaaay 


oseeeee* 


This Director's 


Zoom-type Finder reveals the most suitable focal length, the proper camera position, the effects 


of dolly shots, etc 
special effects 
and zooms from 28mm to 150mm for TV 


ZOOM Finder for Auricon 


te 12”. 
Alse for lémm 


KER 


Camera EQuipmen ©. 


Available for Filmo and Eyemo. 
$39.50 


It is invaluable to a creative Director who likes to plan optical tricks and 
Combination Finder zooms from 25mm to 135mm for 35mm Motion Picture 
Complete with leather carrying case and neck band 


Only $75 


_ 


zooms from 15mm 


ZOOM Finder for Cine Kodak 
Special . . . zooms from 15mm 
te 150mm, with poraliax ad- 
justment. $75 
Template supplied for movunt- 
ing Finder on magazine. Ad- 
ditional brackets for magazines 
available at $7.50 per set. 


een LTE ee 
A4ha 
LETT ry 
4744777 
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"Jerry Fairbanks a 
Makes Great 
Movies!" 


gy CHRYSLER ANNOUNCES 


taut ove New Automatic Transmissi 


) 2 New Stepped-up Engine 
Conditionix 


.c. QUINN 


PRESIDENT, 
CHRYSLER 
DIVISION 


““FOLLOW THE LEADER’ is the fourth top-grade feature film made for the Chrysler 
Corporation by Jerry Fairbanks Productions, proving that a satisfied client always re- 
turns. Jerry Fairbanks offers you, too, the finest in films at the lowest cost per viewer. 
Produced by the same Academy Award-winning organization that created and patented 
the money and time-saving Multicam System of simultaneous photography and sound 
recording; that owns and operates its own studios complete from modern camera and 
technical equipment to experienced ‘‘know how” personnel; that owns its own private 
camera plane; that created the famous ‘‘Speaking of Animals” series, a milestone in film 
animation; that produced the record audience-getting film of all time*FLYING WITH 
ARTHUR GODFREY? for Eastern Air Lines. Yes, it pays to FOLLOW THE LEADERS 


OF CALIFORNIA 


6052 SUNSET BOULEVARD °+ TEL. HO.itrvwooo 2-1101 
HOLLYWOOD 28, CALIFORNIA 


520 NO. MICHIGAN AVE. + TEL. WHirenan 4-0196 
CHICAGO, ILLINOIS 


THEATRICAL, COMMERCIAL AND TELEVISION MOTION PICTURES 


; - 
> 
e 

















“WHAT’S THE PITCH?” 


The pitch? Just this: In your next film, take a page from 
Ol’ P. T. BARNUM’S Book and use a little showmanship 
with your salesmanship. 


Stimulate your audiences’ natural curiosity. Appeal to their 
imagination... make them feel your film, as well as see it. 
Yes, use the principles of showmanship and enjoy greater 
audience response tc your salesmanship. 


That's our pitch... creative thought combined with the prac- 
tical experience of over 30 years’ successful film production. 
So... call or wire us collect, now! See what showmanship 
can do for you. See it in a Louis W. Kellman Production. 


€ (wan 


- a a ae aS 6 C.lUmF.lUCUl 


Grrr ‘ 
N S$ 


A DIVISION OF NEWS REEL LABORATORY 


IT2ZO-B1 SANSOM STREET + PHILADELPHIA 3, PENNA, 


RITTENTIIOUSE 6-802 


JUDGE A PRODUCER BY THE COMPANIES HE KEEPS 














E. P. Genock Becomes Head of 

TV Production at Eastman Kodak 

* Appointment of Epovuarp P. 
(Tep) Genock to head television 
EASTMAN KODAK 
COMPANY was announced recently 
by W. B. Porrer, advertising dire 

lor. 


production at 


Over the last 25 years Genock has 
been engaged in editorial and tech- 
nical work in radio, motion pictures 
and television. He has been em- 
ployed by Decea, March of Time, 
Paramount News and Telenews in 
various field and executive capac- 
ities. 

In 1927, he joined Decca Record- 
ing Company, London, as chief 
sound recording engineer. In 1930, 
he was engaged by Paramount News 
to work out of London, covering 
such events as the coronation of 
Haile Selassie, Gandhi’s return to 
India and subsequent arrest, Mus- 
solini’s invasion of Ethiopia and the 
1936 Olympic Games in Germany. 

In 1939 Paramount assigned him 
to cover the Mediterranean as a 
newsreel war correspondent. In the 
spring of 1940 he covered the Liby- 
an campaign and then spent two 
months with the British Fleet. 

His special assignments include 
serving as newsreel film pool direc- 
tor for the atomic bomb tests at 
Bikini and as a U.S. member of a 
committee attending the United 
Nations Film Conference in Paris. 

* * at 
Roy Eggert Named Visual Aids 
Director of Illinois Tech 
* Roy E. Eccertr, Jr., has been 
named director of visual aids at IIL 
inois Institute of Technology, Chi- 
cago. The appointment was an 
nounced by Dr. John Day Larkin, 
dean of liberal studies. 

As head of the visual aids depart 
ment, Eggert will be in charge of 
the Illinois Tech film library. 


Forrestal Named PR Manager 
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Ansco Appoints Robert Sayre, 
Joseph Vespole Traffic Chiefs 


* Two sales department promotions 


at Ansco, Binghamton. N.Y., have 


heen announced by Ropert M. 
DUNN, assistant general sales man- 
ager. 

Ropert H. Sayre, who held the 
position of traffic manager, has been 
appointed manager of distribution 
service. In his new post Mr. Sayre 
will be responsible for the adminis- 
tration of the traffic department, ex- 
port sales order department, and 
will act as a liaison between the 
Binghamton home office and the 
Ansco district offices on all matters 
pertaining to receiving and distribu- 
tion operations. 

Josernu C. Vespo.e has been ap- 
pointed assistant traffic manager, re- 
porting to Mr. Sayre, and will have 
direct supervision of all Ansco traf- 
fic operations. 


. * * 


Polacoat Appoints Bob Hall to 
Manage Sales and Advertising 


* Bos Hatt has been appointed 
to head the sales and advertising 
program of Po tacoatr INcorRpPo- 
RATED and a sister company Depti 
Viewers, Inc., of Cincinnati, Ohio. 
During the past year, he has been 
actively associated with Polacoat In- 
corporated and Magic-Vuers, Inc. 
(of New York and Hollywood), in 
marketing Polacoat-Polarized 3-D 
Magic-Vuers, for theatrical use. 


* * . 


James Brown to Manage Ampro’'s 
Chicago-Milwaukee Sales Force 


* Appointment of James S. Brown 
as division manager of a newly-es- 
tablished Chicago-Milwaukee sales 
territory for the AMpro Corpora- 
TION, Chicago, manufacturers of 
motion picture projectors and tape 
recorders, recently was announced 
by Howard Marx, vice president 


and general sales manager. 





® Dan J. Forrestat, 
assistant director of the 
advertising and public 
relations department of 
the Monsanto Chemical 
Company, has been pro- 
moted to manager of 
public relations. The 
new post was recently 
created. Forrestal has 
been active in all 
phases of the com- 


TYPE TITLES 


Produced up to 
a standard—not 
down to a price 


pany’s film program, 2 ra 
including the recent 
picture Decision jor nig Ui 10 


Chemistry, which he 


supervised. 


| 159 E. Chicago Ave. Chicago 11 
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Weve changed everything but this 


Yes, everything’s new but the hole. The Columbia Transcriptions Division’s new sales 
management is backed by the industry’s most advanced equipment — plants and offices from coast 
to coast—and an expert staff to handle your entire job. The end result is a quality of product and 
service that can’t be duplicated by anyone. Try us and see. 


COLUMBIA TRANSCRIPTIONS 


A DIVISION OF COLUMBIA RECORDS INC 


NEW YORK CHICAGO HOLLYWoOoD 

799 Seventh Avenue, 410 North Michigan Avenue, 8723 Alden Drive, 
CI 5-7300 W Hitehall 4-6000 C Reatview 6-1034 

Gil McKean, Director Jerry Ellis, Manager Al Wheeler, Manager 
Al Shulman, 


National Sales Manager 


*CLOSE-UP OF COLUMBIA TRANSCRIPTIONS WORLD-FAMOUS CENTER HOLE. 
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Easy” film path 






















How to get better results 


from every film you show 


tie 


|| @ Make your own sound track 


| With the RCA Magnetic Recorder-Projector, you make your 
own sound track in just a few minutes—and play it back 
{ instantly. It’s the new way to cut the cost of sound films— 


the new way to make every film do double duty as a sales 
training, or public relations medium—the new way to convert 
your sound track to give you the advantage of an additional 
commentary in a foreign language—language or commentary 
changeable at will. Get more mileage from all your films 


The easy way to show films > 


For perfect showings every time, use the RCA ''400"" Projector 
Both Junior and Senior models feature the famous ‘Thread- 
the film path that most people thread in 
less than 30 seconds. These dependable 16-mm sound 
projectors are favorites with audio-visual specialists 
who insist on a projector they can count on for clear, 
steady pictures and smooth, clean sound. 

































VISUAL PROOUCTS 


RADIO CORPORATION 
of AMERICA 


SHOIMEERIMNG PRODUCTS OEPARTMENT CAMOEM Hs 


in Caneda RCA VICTOR Company Limited, Montreal 


— ee 


with the RCA Magnetic Recorder-Projector. 


4 New RCA Porto-Arc 16mm Projectors 


For large-audience work, indoors or outdoors, RCA has 
combined the famous “Thread-Easy"’ features of the RCA 
400" projectors and the extra driving power of arc lamps. 
Furthermore, these powerful, new projectors can be adapted 
to play back magnetic sound track. Ten- and 30-ampere 
models cover all requirements for medium and large audiences. 
These sturdy units are completely portable, easy to set up, 


and take down. 


Audio-Visual Products, Dept 


C25 


FOR INFORMATION on RCA Audio-Visual Products, 


see your RCA Audio-Visual Products Distributor or mail coupon below 


Radio Corporation of America, Camden, N. J 


Please send me information on 


NAMI 


[]) RCA Magnetic Recorder-Projector 
[] RCA “400” 16-mm sound projectors 
[} RCA Porto-Arc Projector 


TITLe 








COMPANY 


qiry 


__ ADDRESS 





ZONE STATE 











Film Board Head, Gilbert Seldes 
Address American Film Assembly 
* Dr. Albert W. Trueman and Gil- 
bert Seldes will speak at the Amer- 
ican Film Assembly 

the Golden Reel Film 
being sponsored by the Film Coun- 
cil of America on April 1-3 in Chi- 


with 
Festival, is 


which, 


cago. 

The assembly will bring together 
program planners, representatives 
of national organizations, produc- 
and of 
the 16mm motion picture. 

Dr. Trueman will speak at the 
Golden Reel Awards Banquet on 
Friday, April 2, 7:30 p.m., at the 
Conrad Hilton Hotel. Long active 
in communications, Dr. Trueman is 


ers, distributors, sponsors 


government film commissioner and 
chairman of the National Film 
Board of Canada. The NFB is re- 
sponsible for formulating general 
film policy, advising and coordinat- 
ing government departments, pro- 
duction and distribution. 

Mr. Seldes will address the open- 
ing session luncheon on Thursday, 
April 1, at 12:30 p.m. at the Con- 
rad Hilton Hotel. An advocate of 
the “mature” film, he has long 
concerned himself with the utility 
of the motion picture medium. A 
regular writer for The Saturday 
Review t.v. and radio department, 
he is author of “The Seven 
Lively Arts” and “The Great Audi- 


f nee.” 


also 


Serving as master of ceremonies 
at the banquet will be George Go- 
bel, television and night club come- 
dian. 

The film feature a 
two-day display of the best of cur- 
rent 12 subject cate- 
agriculture and natural re- 


festival will 
releases in 
gories: 
and travel, 
graphic and visual arts, history and 
biography, home and family, medi- 
cal 


sources, geography 


sciences, religion and _ ethics, 
safety, sales promotion, science, so- 
ciological and political understand- 


and Reel 


Awards will be presented to the out- 


ing, training. Golden 
standing film in each category at 
the banquet on Friday. 

The Film Council of America is 
a nonprofit corporation organized 
to promote the production, distri- 
bution and utilization of audio-vis- 
ual media. 

+ . * 

Caution Note on TV Use 
® Unireo Wortp Fits, INc., 
tributors of United World educa- 
tional short subjects, entertainment 


dis- 


features, religious films, Castle home 
movies, sponsored and U,. 5. Gov- 
all 
borrowers and renters of films that 
subjects cannot be televised without 
express consent of the company. 


ernment films, has reminded 
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The Kansas City Times. FFA ALM THAILL 


FEBRUARY 4, 1954 Movie About Young Farmers Re- 
cords Color and Drama of 
Convention Here. 


HELD BY CANDID SHOTS 


Much of the Appeal Lies in Un- 
rehearsed Scenes and Nat- 
ural Unfolding. 





Six Hundred Prints of Documen- 
tary Account Are Made to 
Be Shown Over Country. 


[PICTURE ON PAGE 8) 

The color, excitement and 
youthful enthusiasm that reigns 
in the Future Farmers of Amer 
ica conventions here each vear 
is captured on the film of a 
motion picture that had its pre 
miere late yesterday. 

The 35-minute movie, based on 
the activities at the F, F. A 
twenty-fifth anniversary conven: 
tion last fall, was shown at the 
Hotel Muehlebach to represen- 
tatives of the Chamber of Com- 
merce and officials of the Amer. 
ican Royal board and the Saddle 
and Sirloin club, 

Praised for the Film, 

Those attending the showing. 
presented here because Kansas 
City is the home of the F. F. A. 
conventions, were unanimous in 
praising the movie, both from 
the standpoint of the story it 
tells for the Future Farmers or- 
ganization and of the tribute it 
2 ? . , “iy gage pays to the hospitality of the 
Scene from “The Silver Anniversary Convention of the Future Farmers of America, city, : 

: , . Six hundred prints of the film 
produced for the Firestone Tire & Rubber Co. by Owen Murphy Productions, Inc. of N. Y. nawe been ctr od pate to 
show it in the United States, 
with particular efforts to present 
it to all the 365,000 young farm. 
ers who are members of the 
F, F. A. It also will be shown 
to chambers of commerce and 
other civic groups. 

r . se" ” Flavored with a quality of 

Che difference between“just another newsreel naturalness and —_ inspiration 

typical of the ideals and prac. 
“ ° ” tices of the F. F, A., the movie 
and a“great picture,’ one that truly... SS damianen to domi 40 taaee 
. boys the events the youths take 
part in the annual meetings 
A refreshing and appealing 
“ : . a facet of the movie is the brief 
supports your faith and confidence flashes of youthful faces of the 
delegates. Cameras were able 





in the young people who will be our to catch candidly the thought- 
Pe ful and jovial expressions of the 
leaders of the future young farmers, so many of the 


vibrant faces tell a story ade- 
quately without narration, 

“It's a terrific production,” 
exclaimed Karl Koerper, presi- 


rests in the hands of motion picture craftsmen dent of the Ohamber of Com: 
merce, following the premiere. 
‘4 ° ; : , — i teiimaan John B, Gage, president of t 
witn production knowledge and experience. Asnaiinie: Revel vou it Cheat 
of the best films he had ever 
seen. 
Tells a Warm Story. 
“It is a splendid film for a 
great organization,”” he _ fre. 
marked, ‘It illustrates in a 
warm manner the importance of 


DISTINGUISHED the F, F. A. to the whole coun 
try.”’ 
a MOTION PICTURES “A motion picture like that sup 
Cw e v1 MM Uu rp l, Yy LPro ies Cc t 10M S ports your faith and gonfidence 





FOR in the young people who wil] be 
r leaders of the future,’’ 
INCORPORATED INDUSTRY the comment of Frank Spink, 
AND a Roval director and president 
723 SEVENTH AVENUE @ NEW YORK 19, N. Y. @ PLAZA 7-8144 pedis) eases 
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New projector 
gives brighter, crisper pictures 
...corner-to-corner sharpness 





“SCREEN ‘TEST shows efficiency of 
“Opaque 1000." "To * 
anak for 
remarkable 


see for yourself 

an actual demonstration of this 
new AQ 
compare it by demonstration with any 
1000-watt 


results will be dramatic 


projector, ‘Then 


other opaque model he 

An exclusive AO coated lens on the 
“Opaque 1000” spreads light evenly to 
every 


edge of the screen. Images are 


bright and lively, even in rooms just 
semi-dark, On counts of light output 
depth of focus 


the “Opaque 1000” 


optical performance 
color reproduction 
and demonstrably 


effectively outper 


forms all comers. That is why we say, 
quite proudly, this is “the world’s finest 


opaque projector.” 


> LARGE APERTURE 10) 


project a tiny postage stamp or 


x 10 leta you 
a world 


atlas 


> AIR FROM TOP KEEPS COPY FLAT. I’res 


sure cooling forces au down over surface of 


\merican 


‘ ica | __s 


28 


“OPAQUE 
000 


the world’s finest 


opaque projector 


Small 


platen objects and flimsy papers are 
thereby “slapped” securely in place, Mate- 
rial can’t flutter annoyingly 


> KEEPS COOL. ‘lly 


your copy through heat 


Opaque 1000" can’t 


damage Even with 
completely covered, projector stays 


Quiet, 60-cycle, AO motor- 


platen 
cool and safe 


driven fan assures you 100% protection 


> MOST DURABLE. The “Opaque 1000” is 
of all-metal construction. It is strong and 


sturdy —yet weighs only 38 pounds. 


> EASY TO OPERATE. Any student or teacher 


can use the “Opaque 1000’ without experi 


ence. Lens is carried on a rack and pinion for 
quick, needle-point focusing. Spring-loaded 
legs make the projector simple to raise or 


lower 


> PRICEWith 4! 


lens $254.50 


diameter , 22" focus, coated 





American Optical | 
Projection Division | 
Department HS.1 | 

0 Heard Street, Chelsea Mass 
lease send me your free folder on the | 
AO “Opaque L000 Projector | 
Name | 
Crgan nthron oF tithe | 
hele | 
beatae eeeaser erenaiaasarenael 


American Transit Assn. Hears 
George Finch, Jam Handy Veep 
* Georce B. Fincn, vice-president, 
THe Jam Hanpy ORGANizaTion, 
recently addressed members of the 
AMERICAN TRANSIT ASSOCIATION at 
their regional conference at the 
Statler Hotel in Detroit. 

Mr. Finch 


demonstrate the importance of high 


used visual aids to 
standards of salesmanship and cour- 


tesy on the part of transit em- 
ployees. The Association is inter- 
ested in promoting a better public 
understanding of what the transit 
system means to the community. 


Two Executives Appointed to 
Pathe Lab's West Coast Staff 
* In anticipation of great increase 
color 


LABORATORIES has 


in demand for 
PATHE 


two new executive positions in its 


processing, 


created 


west coast division 

Oris W. Murray, will be Pathe 
vice-president in charge of west 
coast operations. Mr. Murray for 
two years was an executive of the 
Color Corporation. 

James S. Burkett, named sales 
manager for the west coast division 
Charles Amory, 


vice president in charge of sales. 


under west coast 


at n a 


Houston, Pix Processing Expert, 

Heads Houston Color Film Labs 

¢ H. W. Houston, long associated 
with motion picture film processing, 
has been appointed president of 
Cotor Firm LaBorato 
of Burbank, California. 
Mr. Houston’s relationship with 
back to 1927 
when he was associated with Howard 


Houston 
ries, INc., 


the industry dates 


Hughes in the production of the 
Hell's Later he 


formed the Houston Corp., manu 


Ingels. 


facturers of motion picture film 


processing equipment. In this con- 
nection he designed and developed 
equipment for major studios in 


Holly wood 


world. The company is now known 


and throughout — the 


as the Houston-Fearless Corp. 
During World War Il, Mr. Hous- 
difficult as- 


engineering 


ton undertook many 


signments in special 
film processing equipment for the 


armed forces. He designed and in- 


stalled color labs throughout this 
country and in the Orient. 

Ideal Pictures Sells Chicago 

A-V Franchise to Carl J. Ross 

® Ipeat Pictures’ Chicago fran- 


chise was sold to Cart J. Ross re- 
cently, completing a primary ob- 
jective of Ideal Pictures, Incorpo- 
rated under its new management 
which took overt operations in April, 
1953, Paut R. Focur, president, 
has announced. 


Mr. Ross will continue 16mm film 


BUSINESS 





and equipment services from the 58 
E. South Water Street, Chicago, 
address. The exchange serves 
churches, 
and 


schools, other organiza- 


tions individuals in Illinois, 
Wisconsin and Indiana with a com- 
plete line of audio-visual materials 
on both rental and sales basis. 

All of the 27 Ideal Pictures’ ex- 
changes in the United States and 
Honolulu individually 


owned by franchise holders. Point- 


are now 
ing out the advantage of local ex- 
change ownership through efficiency 
and effectiveness of personal contact 
of each Ideal Pictures office 
users, sale of all 
branch offices was a basic policy 
established upon formation of the 
present organization, Foght said. 
Offices in New York, Miami, Los 
Angeles, Salt Lake, Atlanta and 
Dallas were sold during 1953. The 
Chicago exchange, origin of the na- 
tional 


with 


film company 


distributing company and 
largest of branch exchanges, is the 
office to be 


transferred to individual ownership. 
* ca oa 


last company-owned 


Stock Film Footage Available 
from Department of Agriculture 

* A stock scene library of agricul- 
tural motion picture footage for use 
in film production and _ television 
programming is being offered to 
land-grant colleges, and others in- 
terested, by the Motion Picture 
Service of the U. S. Department of 
Agriculture’s Office of Information, 
Washington, D.C. 

Lists of stock footage available 
will be published as material is 
added to the library. The scenes are 
indexed under the title of the USDA 
films for which they were photo- 
graphed. Advance copies of Volume 
| are available upon request. 

Scenes should be ordered from 
the Motion Picture Service by the 
scene numbers and designated de- 
scriptions. Double perforated stock 
will be used unless otherwise spec- 
ified. A check or money order made 
out to the Treasurer of the United 
States must accompany each order. 
will be 
from federal and state agencies. 

The 


based on printing, processing, pack- 


Purchase orders accepted 


following price schedule, 
aging and mailing costs will be in 
effect until further notice: 

l6mm b/w prints: 10 cents per 


foot; lomm b/w dup. neg.: 25 cents 


per foot; l6mm color prints: 25 
cents per foot; minimum order: 
$5.00. 

+ . a 


Cate, McGlone Sign Actor Pact 
*The Holly wood business film or- 
ganization of Cate and McGlone has 
signed a basic collective bargain- 
ing agreement with the Screen Act- 
ors Guild. 


SCREEN MAGAZINE 














































‘*LIFE-LIKE COLOR,’’ 


the ultimate in the reproduction of 
color film, is now available to all 
producers of 16mm motion pictures. 
Now you can have your exposed 
film duplicated with perfect blend- 
ing and balancing of tones. Your ; 
release prints will have a sensitive oF 
living quality—surpassing anything co 
you've ever seen in clarity. This is be 
“LIFE-LIKE COLOR”, the result Be 
ot over fifteen years of exhaustive C- 
research by the country’s outstand- al 
ing color engineers and technicians. 

It is now available to you exclu- 
sively through the laboratories of 


Telefilm Studios. 


With “LIFE-LIKE COLOR’, Telé- 


film Studios again contributes to 


Henri Toulouse-Lautrec, pioneer of commercial color. 


its primary objective—to help the 
16mm producer make better motion 
pictures. Telefilm’s modern faci- 


lities and equipment for color print- 





ing—high fidelity sound recording 
editing—titling—special effects—and 


Since 1938 , 


the skill and know-how of the finest 


technicians in the industry are at For complete information, 
, visit TELEFILM STUDIOS ov 
your command. write for descriptive brochures 


6039 HOLLYWOOD BOULEVARD ~* HOLLYWOOD, CALIF. + TELEPHONE HOllywood 9-7205 
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“Lights 
“Camera 


“Action 


H~& 


and PROCESSED BY 


MOVIELAB 


FOR THE FINEST FILM PROCESSING IN 
THE EAST — FILM MEN WHO KNOW 
SAY “IT’S MOVIELAB” 


Here—at MOVIELAB . .. efficiency and perfec 
tion are the rule, Producers, directors and tech 
nicians have at their fingertips the very best 
in up-to-the-minute equipment necessary to 
modern FILM PROCESSING techniques. 


ROUND THE CLOCK SERVICES 
« Negative Developing + First Print Department 
e Ultra Violet & Flash Patch Track Printing 
¢16mm & 35mm Release Printing 
 « Quality Control + Title Department 
‘% + 22 Cutting & Editing Rooms. 


yond 


“We 


Gass 


MOVIELAB FILM LABORATORIES, 


619 West 54th Street, New York 19, NW. Y. 


INC. 


JUdson 6-0360 








MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAI 
TECHNIQUES AND TOOLS APPEARS 8 TIMES ANNUALLY 
IN THE BIGGER, BETTER PAGES OF BUSINESS SCREEN 








— Camera Eye 
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| 1953 Best Kodak Sales Year 

| With Photography Top Earner 

¢ Reporting a new high in net sales 
and pre-tax earnings in 1953, East- 
| MAN Kopak Company officials were 
| Optimistic about maintaining sales 
llevels in 1954 

| Continuing an upward trend dur- 
|ing the past four years, total sales 
rose to $633.668.918. 10 per cent 
| higher than $575,.022,750 in 1952, 
|aceording to the annual statement 
THomas J. HARGRAVE, 
chairman, and Dr. Apert K. 
| CHAPMAN, president. 

| Most of the 1953 sales increase 
‘came from Kodak’s photographic 


issued by 


business but rises in the sale of 
| plastics and chemicals were noted. 
| There was a slight increase in the 
total of government and defense 
| business. The main exception to the 
| upward trend, the officials said, was 
lin acetate yarn and staple sales 


| which conformed to the general low 


| level of the textile business. 
Dividends declared on common 
| stock in 1953 were $1.85 per share, 
or $31.821.408. 
$1.80 in 1952. Preferred dividends 
at six per cent amounted to $369,- 
942. Dividends declared in each of 
the first three 


cents a common share. 


This compares with 


quarters were 40 
In the fourth 
quarter, the amount increased to 
15 cents, and a 20-cent extra was 
de lared. 

Cash dividends amounted to about 
64 per cent of net earnings in 1955, 
compared with 66 per cent in 1952, 
56 per cent in 1951 and 40 per 
cent in 1950. In 1953, the com- 
pany marked its fifty-second con- 
secutive year of dividend payment. 

In commenting on the statistical 
report, Hargrave and Chapman said, 
“With Kodak customers in 1953 
buying more of our goods than ever 
before, it is clear that the 
trend of photography 


growth 
especially of 
color photography since World 
War II continued throughout the 
year. The great majority of ow 
photographic lines set improved 
records. Photographic sales, increas- 





| ing from quarter to quarter over 
1952. proved the chief factor in our 
total results. 

“We feel that in 1954 we shall 
have to work harder for the busi- 
also feel that 
the company is in good shape to 


> 
ness we get. But we 


meet this challenge. In all, we are 





|optimistic about doing a good busi- 


| ness in 1954 


Assuming that there 
is no sudden or severe drop in busi- 
» believe that the 
company’s sales can be maintained 
j at about the level of 1953. our best 


| ness generally, we 


|sales year.” 


New Jersey Gov. Kills School TV; 
Cites Value of Motion Pictures 

* Motion pictures are more adapt- 
able to instruction than educational 
t.v. is the opinion of Governor 
Robert B. Meyner of New Jersey. 
In a recent budget message to the 
legislature, Meyner rejected a New 
Jersey Commission on Television 
request for $292,000 to continue its 
broadcasts from Rutgers University 
campus. 

He declared, “a 20-inch screen 
should not come between teacher 
and pupil during school hours.” 

The state’s t.v. station was the 
subject of controversy last year. It 
has spent $136,000 so far, Meyner 
reported. It must end operations by 
June 30. 

At a news conference, the gov- 
ernor said the television station, op- 
erating with borrowed equipment, 
“looks to me like one of those ever 
expanding programs that can cost 
the state more money each year and 
cost the schools more and more.” 

Meyner expressed belief that pu- 
pils should not be “herded into a 
room to watch a television screen.” 
He said, “I am not convinced that 
there is any substitute for the teach- 
er-pupil relationship. I don’t believe 
t.v. will revolutionize education.” 

Recalling the use of motion pic- 
tures when he was in the Navy dur- 
ing World War II, Meyner said 
that they were valuable for instruc- 
tion because “they can be shown 
anywhere at any time. You don’t 
have to stop everything you are do- 
ing to be in front of a screen at a 
certain time.” 

. * * 

Screen Actors Guild Announces 
Signing of Producer Contracts 

¢ The Screen Actors GuILp an- 
nounces the successful completion of 
collective bargaining negotiations 
and signing of guild contracts, 
covering actors in television film 
commercials, with leading producers 
in Cleveland and San Francisco. 

Negotiations are proceeding with 
producers in Detroit, Boston, Cincin- 
nati and Pittsburgh. 

San Francisco producers signing 
contracts with the guild were Don 
llage Productions, John Wolfe & 
., Leo Diner Films, Motion Pic- 
ture Service Co., Moulin Studios, 
Snazelle Productions and Sound Re- 
corders, Inc. Cleveland producers 
signing were Cinecraft Productions, 
Inc. and Productions on Film, Inc. 





RSLIDE AND FILMSTRIP 
DUPLICATING 
NK A. HOLMES 


7619 Sunset Boulevard 
os Angeles 46, California 
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For 16mm color prints 





that truly duplicate, 


specify Ansco Type 238 





YOUR ORIGINAL COLOR FILMS contain 
all the quality that your artistry and craftsman- 
ship can put into them. But most of your po- 
tential customers see release prints, rather than 
the original. Naturally, they judge your work 
on the basis of these prints. That’s why it’s so 
important for you to insist that all release 
prints be made on a film which truly duplicates 
your original—Ansco 16mm Color Duplicating 


Film, Type 238. 


RELEASE PRINTS made on Ansco Type 238 
are the best “sales force” you can put in the 


held. They help build your reputation and gain 
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you new customers just as if each reel were a 
“live” salesman or an advertisement. That’s 
because l'ype 238 assures faithful color... high 
fidelity sound . . . cleaner, whiter whites . . . 
crisper definition. You can always be confident 
that Type 238 will give a fair and favorable pic- 


ture of the kind of work you do. 


SEEING IS BELIEVING, so ask your labora- 
tory to print one of your films on Ansco Type 
238. Then compare the result with your original. 
You’ll never again be content with anything 


but Ansco Color Duplicating Film, Type 238! 





ANSCO 


Binghamton, N. Y. 


A Division of General Aniline 
& Film Corporation 


“‘From Research to Reality’’ 


People Who Know Buy Ansco 





Important 
news 


from le manufacturer of the Dred tine Camera 


CTION SCHEDULES NOW PERMIT 
ATE DELIVERIES OF MITCHELL 
NC...16mm PROFESSIONAL CAMERAS 


It is impossible to compare a Mitchell with any 
35mm or 16mm camera now in existence—for the 
history-making Mitchell is the only truly 
professional motion picture camera. Exclusive 
professional operating features plus the 

smooth trouble-free Mitchell movement, with its 
.0001 inch tolerances, can insure the success 

of your film making as can no other single element 
of production. 


Now—on the huge six and one-half acre site of the 
Mitchell Camera Corporation plant — increasing 
numbers of 35mm and 16mm cameras are being 
created to meet the extensive use of professional 
motion picture equipment in such fields as 
television, entertainment, business, education, 
religion and government. Each of these superbly 
designed cameras possesses the supreme quality 
craftsmanship rightly due the world’s most used... 
most flexible professional motion picture cameras. 


Write today for information and prices of the 
currently available 35mm BNC, NC and 16mm 
Professional Mitchell Cameras and accessories. 








MITCHELL 16mm PROFESSIONAL MITCHELL 35mm NC CAMERA MITCHELL 35mm BNC CAMERA 


CORPORATION 


666 West Harvard Street © Glendale 4, Calif. © Cable Address: ‘‘“MITCAMCO 


85% of the professional motion pictures shown throughout the world are filmed with a Mitchell 
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how NOT to judge films... 


American Film Assembly's Golden Reel Awards Declared "No Contest” 


A POTENTIALLY POWERFUL FORCE for the ad- 
vancement of the screen medium went 


out of control in Chicago last week (April 1-3) 
as the Film Council of America staged its 
widely-heralded first American Film Assembly 
and Golden Reel Film Festival. 

Because the results of this event have im- 
portant bearing on sponsor attitudes toward 
film awards and subsequent contests, this issue 
of Business SCREEN was stopped at point of 
delivery to subseribers and this frank appraisal 
submitted to our readers, the Assembly par- 
ticipants, film contestants, and the one-man 
board of control of the Film Council of America. 


No Reflection on the Winners 


First let us make clear that some very good 
films won Golden Reel plaques in the hectic and 
confused three days of judging. Sponsored mo- 


tion pictures which shared these honors were 





two Ford Motor Company films American Farmer 
and The American Road, both produced by 
MPO Productions; the American Petroleum In- 
stitute’s Farm Petroleum Safety (produced by 
Colburn Film Services), General Electric’s A 
Is Jor {tom (produced by John Sutherland 
R. Squibb & Sons’ Patent 
Ductus Arteriosus (produced by Sturgis-Grant), 


Productions), E. 


and Eastman Kodak’s Quality in Photographic 
Lenses. 

The National Film Board of Canada also took 
dual honors with Land of the Long Day and 
Frustrating Fours and Fascinating Fives, Mar- 
tin and Gaston, Skippy and the 3 R’s, and 
Working and Playing to Health were the other 
Golden Reel winners. All these were good films, 
some very good, in their own right. But no one 
of them can take their “award” seriously in 
light of the inadequate judgments rendered, the 
improper classification of the competing films 
and the tremendous, tiring, fruitless tasks as- 
signed anybody who “volunteered” to judge 
these pictures and then had to sit through 
dozens of hours of irrelevant, unselected and ob- 


viously non-competitive films. 


Only Four See 41 “Sales” Films 

Business SCREEN observers sat in on these 
judging sessions. The classification of “sales 
promotion films” which concerns our sponsor- 
readers, for example, had a total audience at 
most times of only four people, all of them 
judges. Three of these were producers who “elect 
ed” and were accepted to sit in judgment on 
other producers’ works. At the close of the Fes 


tival not one of the four could clearly remem- 
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ber the “best” film out of the 41 they had 
viewed. This group included as “sales promo 
tion” films such widely diverse titles as Girl 
Scouting at Camp Julia Crowell v.s. Converti 
bility Features of the R7V-1/C1212C Super 
Constellation Militar) Transport! 


“Pubiie at Large” Didn't Show Up 

Total attendance during the Assembly varied 
from our estimates of slightly over 400 persons 
to the Council’s 600 to 1,000. At most there 
were lwo persons for every picture screened. 
Actually some screenings of popular subjects 
were attended by 50 to 100 people ; others 
dwindled down to the four who valiantly sat 
through the 41 “sales promotion” films. 

The Film Council of America is lavishly en 
dowed by industry contributions and by Ford 
Foundation grants. Its leadership takes advice 
from no one. Its new board of directors, named 
during the Festival, includes entertainer Eddy 
Albert and Mrs. Franklin D. Roosevelt, among 
other big “names” selected to dress its show 
window and most likely to approve in absentia 
any other press-agented schemes to set up an 
audio-visual industry version of the familiar 
Hollywood Academy Awards. 

The honest but patently difficult and embar 
rassing solution to this immediate fiasco is to 
declare the Golden Reel Awards a “no decision” 
contest. But the next constructive step is to re- 
examine the policjes and program of the Film 
Council. The publicizing by zealous press agents 
of the FCA that these are “the best” of this 
industry is to affirm an untruth and _ reflects 
discredit on all those whose films were unfairly 
or at least, unwisely judged. 


Better Judging at the Dog Show 

Ironically, the 14th annual International all 
breed dog show was also taking place at the 
not far-distant Chicago Amphitheater. These 
canines were judged by experts in each class 
The dogs, at least, got a fair shake. But the 
films (each one of which is a complicated emo 
tional and/or intellectual experience, set forth 
to be judged on the achievement of their pur 
pose) were relentlessly and irrelevantly rolled 
out until judgment and the few assumed “stand 
ards” literally collapsed under their own weight. 

After the hired comedian’s antics and the 
jazz band strains died away in the brassy show- 
manship of the Awards Banquet, disillusionment 
and the nearly-universal feeling that this must 
never happen again are the inevitable conclu- 
sions to the American Film Assembly.—-OHC. 








YOUR 1954 CALENDAR 
OF AUDIO-VISUAL EVENTS 
Film Festivals, Workshops and Meetings 
of Interest to Film Sponsors and Users 


APRIL 


April 13: Second Annual Awards for 


Visual Sales Presentations, Hotel 
Roosevelt, New York, co-sponsored by 
the National Visual Presentation Assn., 
Inc. and the Sales Executive Club of 
New York, Categories: 1. Where pre 
sented orally by salesmen; 2. Where all 
or some of the sales talk Is incorporated 
mechanically into presentation; 3. Mo 
tion pictures with or without sound (not 
aimed at general public). Awards: First 
and second awards in each classifica 
tion are inscribed plaques. Winners are 
invited to review their program before 
the Sales Executive Club on April 13, 
(entries closed March 1). 


April 27-29: Annual Meeting of the 


Industrial Audio-Visual Association, 
Windermere Hotel, Chicago. Meeting of 
national association of executives within 
industry concerned with audio-visual 
communications to consider current 


progress, new techniques, trends 


MAY 


May 3-7: 75th Semiannual SMPTE Con- 


vention, Hotel Statler, Washington, 
D.C., meeting of the Society of Motion 
Picture and ‘Television Engineers. A 
Monday through Friday schedule of 
some 51 presentations of papers on 
photographic topics. Luncheon, dinner, 
cocktail party; a White House recep 
tion for the ladies. (Registration: Sun 
day Afternoon, May 2, 2:00-6:00 Cap 
itol Terrace Room; May 3: 9:30). 


May 15: Fourth Annual Boston Film 


Festival, Sheraton Plaza Hotel, Boston, 
sponsored by the Film Council of Great 
er Boston. Categories: Adult education, 
the arts, classroom, industry, religion. 
Awards: Audience elects first and second 


award films in each classification. 


JUNE 


June 16-17: Seventh Annual Cleveland 


Film Festival, Carter Hotel, Cleve- 
land, Ohio, sponsored by the Cleveland 
Film Council. Categories: arts & crafts, 
experimental, gardening, general health, 
human relations, industrial relations, in- 
dustrial research, music, public relations, 
religion, sales training, teaching & class 
room, travel, international, medical & 
dental education training. Awards: 
Cleveland “Oscars” presented to top film 


in each category as judged by audience 


AUGUST 
August 1-4: National Audio-Visual Con- 
vention and Trade Show, Conrad Hil 
ton Hotel, Chicago, meeting of the Na 
tional Audio-Visual Association mem 
bers. Addresses, film showings and dem 


onstration of equipment 
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Forecast: Films’ COLORFUL Future 


Screen Media Play Key Role in Product Promotion 


HERE’S A RAINBOW TINTED aspect 

in the future marketing of goods and serv- 
ices for business as improving color processes, 
gradually emerging film laboratory standards of 
quality control and the advent of color television 
make their impact on national and regional ad- 
vertisers alike. 

The influence of the surge to color is noted 
in the ratio of color to black and white motion 
pictures in Business Screen’s recent 4th An- 
nual Production Review which showed that 60% 
of the 1953 output reported was in color 
Another current survey of national advertising 
films takes this ratio up to 74%. 


Black & White Has Its Place 


By no means, however, does this marketing 
or public relations film trend dispel the obvious 
value and lower cost of monochrome films, es- 
pecially in situations where color is non-essential 
Industrial relations, training and other subjects 
may be preferably and effectively used in black 
and white. 

But advertising is currently thinking color, 
measuring its impact in sales promotion, product 
introduction and consumer sales films. Under- 
scoring that interest are current experimental 
t.v. commercials already in production despite 
the comparatively few color t.v. sets in use. A 
readiness to meet any kind of “break” in color 
set marketing by t.v. manufacturers was an 
absolute necessity. Automobile manufacturers, 
for example, were reporting that black, tradi- 
tionally the most popular car color, has dropped 
out of first place. 


Consumer’s Reaction to Color 


Alfred Politz Research, Inc. recently indicated 
evidence from consumer research that “color 
can affect the public’s behavior by as much as 
20-30%, for a variety of products ranging from 
a 20c article to gas stations.” 

The new Frigidaire 1954 line features “color- 
amic” styling; 70% of all Parker Pens are now 
sold in colors, replacing the 80% black ratio 
of earlier years. The parade of products and 
color designs continues inevitably into food prod- 
ucts, clothing, electrical appliances, home fur- 
nishings, paints, floor coverings, lighting, drug 
sundries, etc. some of which will be drastically 
affected by 1955 when color t.v. makes its first 
measurable dent in the consumer viewer au- 
dience 

The psychology of color is also being re- 
examined by many marketers and their research 
afhilates. Blue, red, yellow and green must be 
evaluated in terms of emotional response; pack- 
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age designs in color will have to register clearly 


and sharply under the conditions of color pro- 


jection in l6omm, 55mm and on t.v 


Put Color to Work in Selling 


Wide-screen, standard and three-dimensional 
projection of color motion pictures and slide- 
films was immediately at hand for sales pro- 
motional use in 1954 campaigns and_ thei 
greater use by color-conscious firms was provid- 
ing valuable experience for consumer showings 
in 16mm distribution to nearly 500,000 existing 
self-equipped audiences in the field as well as 
the color t.v. set owners of tomorrow. 

The scope of color visual applications was 
demonstrated at the recent Spring Meeting of 
the Association of National Advertisers where 
Arthur Dimond, advertising manager, H. J 
Heinz Company, presented a color film shown to 
Heinz salesmen that sparks enthusiasm while 
stressing the importance of sales force un- 
derstanding of the scope of the problem 

Shows Creative Idea Development 

Russell G. Partridge, advertising manager of 
the United Fruit Company, began the session 
on the creative development of ideas that sell 
with a color slide presentation highlighting 
methods for removing “road blocks in transmit- 
ting ideas from mind to mind.” 

Of fundamental importance to all business 
in the color era was the quality and consistent 
standards which only skilled producers and ex- 
perienced film laboratories could assure. These 
industry sources were girding to meet that chal- 
lenge with renewed experimentation, better 
color production and processing equipment 
during recent months as the “color revolution” 
continued its inevitable course. 

Projection of color programs in the field will 
also bear vigilant watchfulness. 1,000-watt 


Mazda or 


called for whenever 25 or more are gathered 


l6mm are projection is definitely 
in a color film audience. Any expense spared 
in good showmanship will only prove a boom- 
erang on the original creative material. Care- 
ful attention to screening room details, includ- 
ing proper darkening, ventilation, and a good 
projection screen are other obvious “musts” 


for the sales meeting. 


The Future Belongs to the “Pros” 


Certainly doomed by this vitally necessary 


professional trend in film handling were the 


many casual producers of cheap, poorly-con 


structed and generally offensive t.s 


cials with which that medium has been bur- 
dened over the past decade iy 


comime,T- 





NATIONAL COMMITTEE 
ON FILMS FOR SAFETY 
ANNOUNCES ‘53 AWARDS 


* The outstanding motion pictures and 
slidefilms in the field of safety education, 
produced during 1953, have just been 
announced to Business Screen by Wil 
liam Englander, secretary, for the Na 
Salety 


subj cts 


tional Committee on Films for 
which annually judges these 
Membership in the Committee includes 
the heads of nearly 20 leading national 
organizations interested in safety 

Che first place plaque award in the held 
of Occupational Safety motion picture 
went to Escape from Limbo, Pennsylvania 
Railroad film produced by Unifilms, In 
Awards of merit in this class will be given 
The Gamblers Caterpillar Tractor Co 
Horse Sense (U.S. Department of Agri- 
culture Forest Service); and Jt Didn't 
Have to Happen 


Prevention Association, Canada) 


Industrial Accident 
Sound 
slidefilms winning merit awards in_ th 
occupational class were The Guy Behind 
Your Back (Air Reduction Sales) and 
Wrong Way Waldo (Zurich American 
Insurance Co.) produced by Paragon. 
Two first place plaques were awarded 
in the field of Traffic & Transportation 
Look Who’s Driving 
Aetna Insurance Co.) and Peter and the 
Whiffle Hound (Liberty Mutual Insur- 


ance Co 


motion pic tures 


shared top honors. Awards of 
merit went to Drive Right (U. S. Naval 
Photo. Center); The League of Frighten- 
ed Men National Dairy Products Corp bs 
Professional Safe Driving series (National 
Safety Council); and The Talking Car 
AAA Foundation for Traffic Safety) 
An award of merit for sound slide- 
films in this group will be presented to 
Mind Over Motor (Zurich American In 
surance Co.) another Paragon production. 
Another first place plaque will go to 
the motion picture Water Wisdom 
Tennessee Valley Authority). Several 
awards of merit will also be made in 
this group but titles were unknown at 


press time Vd 


An Example of Good Judgment 


* The long months of careful selection 
which lead up to the final screening of 
the year’s outstanding safety films by a 
blue-ribbon jury set a notable example of 
how such award competitions can be a 
cepted as authoritative and fair. The Ed 
itors of Business SCREEN join leaders in 
the field of safety education in recogniz 
ing this competition on its true merits, 
requiring no imitation or needless duplica 


tion of national review 







THE FUTURE dca haial | ‘ pom sending 
OF AMERICA ) ? 


)PPORTL vp OPPORTUNITIES hl 


Total U.S. births in 1953 were nearly 4 
highe t ever. By 1960 our population 
180 million. 


ANA-4A Group Presents a New Slidefilm 


EETING SQUARELY and with all the 

hard-hitting effect of plainly-stated, vis- 

The Questions ualized factual data the doubts and fears 
Americans of everyday Americans about personal security, 
Are Asking living costs and the future of their work is the 
important mission undertaken by a_ current 

BUSINESSMAN: sound slidefilm presentation sponsored by The 
What's acina t: Joint Committee of the Association of National 
happen to tl 


economy of ours? Advertising Agencies, 


Advertisers and the American Association of 


Now showing to business and community ; 

We're raising bigger families . . . more mar 
riages . . . and more children. 1953 births of 
second children 91% greater than in 1940 


groups across the nation is The Future of Amer- 
ica, produced for the Joint Committee by Trans- 
film, Incorporated. The program is available 
for group showings through the ANA’s New 
WORKINGMAN: York Office, 285 Madison Avenue. 
What's going t Highlights of its important points are pre- 


} ; ’ P . ° ° 
*pper my jot sented on these pages. The basic premise in its 


ae my weg 98 frames is that a great opportunity exists 
today ... and it takes two forms. First, that a 
great variety of changes are taking place in the 
U. S. today and at a faster rate than ever before 
in our history. 

Its second important phase deals with cer- 


tain basic needs which can greatly expand our 


FARMER: 


Q 


economy. These two facts together, the changes 
taking plac e and the needs before us, can result 
in a substantial, longtime upgrading of every- 


body’s standard of living. 

Total employment, including agriculture 
1953 was 62 million . . . better than | 
higher than 1939 average of 45 milli 


Plans for this presentation were made by the 
Joint Committee when it found that lack of in- 
formation about these developing potentials, lack 
of appreciation of the powerful dynamics in our 
economy and lack of understanding of our un- 


limited power as a people were responsible for 


HOUSEWIFE: 


Ww the doubts and apprehension which could detour 
vnat if 


the economy into recession. 

\s an example of misjudgment of our own 
strength, The Future of America cites the leading 
financiers of 50 years ago who warned us that 
our 1904 automobile production of 23,000 ve- 
hicles was a serious case of over production. 
In 1908, a year in which the industry produced 


65,000 vehicles, an investment house refused to 


YOUNG MAN: 


riow at tomy 


finance the merger of two famous car companies 
because they thought the automotive market had 
a" been saturated. Jn one single month of 1953 
still opportunity : In 1941, average family earned $! 460 

for yout! , we turned out more than ten times as many cars it wa $3 981. Sr ending power j 
try? is in the entire “saturated” market of 1908. flation, was five times greater th 


nn 


| 
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Although 6 million shifted away from farms since Americans are eating 33°, more eggs: 5°, more 
1940 mecnanization, etticient methods have in meat, fish: 18% more milk. Co, d has hecome a 
creasea our tarm produ ti n. $60 billion market ince "45 
W4/0 Ch 
GOLDIA 
| 
| 
j *-* . c 1 *ife . pam > : ‘ 
Individual savings rose from 68.5 billion in 1940 Nearly 40 million get paid vacations; half of 
] to 250 D llion in 1953. C nsumer jebt only a families take annual trit 1! million now nave 
third of savings. home workshor 
{ 
’ 
: 
| 
) 
Farm and city are moving to suburbs. 72° . . ’ ( | 
' Y mg tO SuDUroS. /o Better informed Americans spend 76°/, more 
oT gr ywth n iZ gest metropolitan area wa for newspaper magazines nce 43 77 millior 
i suburbar petween 1940 na 195( hame with + y et = 5 2 








Only 5°, of work done in U.S. today is manua Church membership has increased by 22 millior 
95%, done by machinery and power due to twice our population growth. Vast new audience 





Our Needs - OPPORTUNITIES 






School facilities should be doubled within next 
tew years to house 70%, more children under 5 
than in 1940 


HicHWwAYS OT 
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o 


Today's roads carry 55 million vehicles, 72% 


more than in 1940 We re ed new road treet 
ana parking area 





REBUILDING 
OUR CITIES 







Entire metropolitan sections need modernizing 
Some authorities ay ums are citie N | 


oropvpiem for mrior 
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District traffic sales managers « 
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Worldwide Fie 
PAA Training 


M OME months ago, BUSINESS SCREEN reported 
the birth 

of a half-million dollar baby. Parents of 
this unusual infant 








an uncommon and exe iting event 


christened by us then 
“one of the most provocative and biggest inte 
grated attitude and training programs ever un 
dertaken by an American industry”—were Pan 
American's Vice President of Trafhe and Sales 
Willis G. Lipscomb and Henry Strauss & Com 
pany. Under their watchful care, and the active 
supervision of the airline’s Director of Visual 
Sales and Training, Frank Howe, the program 
has since been growing to maturity; it has, in 
fact, made enough of a beginning on its life 
work to warrant an interim progress report. 
The term “life work” is not misleading—-PAA’ 
Training Program is a capital investment de 
signed to have a minimum seven years fullfores 
usefulness. Its task is a big one, and the overall 
objective can be simply stated as: “/nereasin, 


PAA’s sales through improving the morale, job 


Visualizing wrong approach 
PAA's "Flight Zero Thousar 
ng ' meetir } v ' 


nterence, ther 


oroarar 


Response shows 
Program on Target 


attitude, passenger understanding and job skills 
of its employees.” 

lo accomplish this end, PAA set up a num- 
ber of Spec ifac goals: 

... To increase employee pride in the com- 
pany and understanding of the importance of its 


philosophy o} service, 


« * A 


..«»T'o0 create employee identification with 
the organization; to help them feel a part of its 
past growth, its present operation, and its future 
progress. 

* * 

... To sensitize employees to passenger prob- 
lems, and to give them a feeling of personal re- 
sponsibility for convincing the passenger that 
with PAA he is in competent, experienced, 
friendly hands. 


” oo ” 


.To build pride in the individual job and 


The right approach 
t 


PAA | 


Interim Report on the Personnel 
Motivation and Sales Training Program 
of the Pan-American World Airways 


to train employees in many categories of job 
skills. 
* * Oe 
... To strengthen the company by opening up 
new avenues of growth for its employees. 


e aa x 


«mie give per sonnel an understanding oO} 
company problems and of the importance e of the 
work being done by departments other than 
their own. 

~~ ~ * 

... To train non-professional PAA trainers in 

the effective use of their new tools. 


Each of these goals is an end in itself, but, 


co 


Visual material becomes part of the individual! 


as illustrated in this scene from PAA 
the Trainer’ film. 


‘Train ng 
eri . 

Visible are flannel boards 
easel recordings, motion pictures and slide 


f 


films used in sales training. 


like the links of a chain, each is designed to lead 
logically into the next and to form part of a 
strong and integrated whole. Motivation and job 
skill are considered mutually supporting and in- 
dispensable approaches towards fulfilling the aim 
of the program. 


Full Range of Tools Utilized 
The tools produced by Henry Strauss & Com- 
pany to forge these links included virtually 
every industrial communications medium. Most 
important are films of all types 
tures, semi-animated cartoons, and sound slides 


motion pic- 


but these are supplemented and given greater 
impact by case-history recordings, posters, book- 
lets, easel presentations, role-playing and con- 
ference training techniques, flannel boards, and 
open-houses. The formal media have not been 
left to stand alone—all are tied together in care- 
fully worked out courses designed to be used 
with great effectiveness by non-professional PAA 
trainers. 

In this connection, it is interesting to look at 
some of the program’s vital statistics. It is an 
impressive list and shows that last year’s infant 
is rapidly reaching lusty proportions. 

1. Number of stations in the United States 
and 56 foreign countries equipped with ma- 
terials—Ninety, throughout the system. 

2. PAA Affiliates who have requested par- 
ticipation or are already participating—-Com- 
pania Mexicana deAviacion, Middle East Air- 
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Objectives of PAA Training 


“Increasing sales through 


improving the morale, 


job attitude, passenger 
understanding and job 
skills of its employees.” 





lines, AVIANCA, PANAIR DO BRAZIL, 
PANAGRA., 


3. Training material produced to date: 

Complete Trainer’s Guide containing 105 fully 
outlined sessions. 

Fifteen motion pictures. 

Five sound slidefilms. 

Seventy-four case-history recordings. 

Two booklets, a counter-card, eight posters. 

A periodic trainer’s newsletter. 


Training materials now in production: 

Motion picture for travel agents and outside 
PAA salesmen. 

Semi-animated cartoon on philosophy and or- 
ganization of PAA. 

Slidefilm on prospecting sales. 





"The World of Jean Renard" is a PAA film for 


training and motivating sales personnel. Scene 


above is shown in production’ at studio in the 


picture to the right. 


Motion Pictures on planned presentations for 
sales. 

Case History Recordings on sales situations. 

Layout for a supervisory course. 

Geography course on each component area. 

Plan for integrating technical programs al- 
ready in use in the PAA System with the new 
System Training Program. 

Orientation of program to fit pilot groups and 
flight crews. 

Refresher and advanced training of trainers. 


Key PAA personnel trained to activate 
the program—340. 


What do these vital statistics add up to in 
terms of concrete achievement? How well is the 
half-million dollar baby paying off for the 
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money, time and trouble put into its develop- 
ment and growth over the eight month period in 
which it has been operating? 


Answered by Opinions from Field 


The best way to answer these questions is in 
the words of people in the field . . . the people 
who have to wrestle with the problems the pro- 
gram was set up to meet. \ survey of this “grass 
roots” opinion in terms of the program’s speci- 
fic goals reveals some very heartening responses. 

The first two of these goals—fostering em- 
ployee pride in PAA and employee identifica- 
tion with the company—are being approached 
as a unit. Pan American and Strauss both felt 
that to begin the program by implanting these 
fundamental attitudes would pay immediate di- 
vidends in better job performance and would 
lay a solid foundation for more advanced train- 
ing. The following comments from PAA per- 
sonnel in many different echelons and many 
distant lands would seem to endorse the sound- 
ness of this judgment. 


“As a result of taking this course, I feel my at 
titude towards PA 1, the customer, and everyone 
in general has improved,” 


Reservations, Houston, Texas 


“ 


.. +» Reaction was one of enthusiasm and feeling 
a part of the company . @ major step towards 
im proving morale.” 


Sr. Station Mar.—-Latin-American Division 


“One of the students stated . . that now, for the 
first time, he feels a part of the company, knou 
ing its background and its aim in the future... 
In other words, he has a new and completely re 
vilalized attitude towards his organization.” 


Operations—Miami, Fla 


“Program has had a tremendous impact on the 
personnel here. The morale of the people, both 
old and new, has been improved greatly.” 


Traffle/Sales—Juneau flaska 


These portents of a new and healthier em- 
ployee attitude towards PAA and their own po- 
sition in it were visible after only a brief period 





Training Result Attained 


“A 20% reduction in absen- 
teeism has been reported by 
the Director of U. S, Sales, 
together with a 1744 % reduc- 
tion in personnel turnover. 
Ratio of complaint letters to 
those of commendation was 


reduced 50%.” 





of the program’s operation. They resulted chief- 
ly from conference-courses built around the mo- 
tion picture New Horizons—an historical film 
dealing with the growth and development of the 
airline as seen through the eyes of its operating 
personnel, Under preparation now is the follow- 
up-——a motion slide and sound slide series on 
the philosophy and organization of PAA which, 
it is hoped, will strengthen employee understand- 
ing, and help individuals to orient themselves in 
the vast and complex PAA system. 


Improvement of Customer Relations 


Having established a good foundation and a 
receptive climate, PAA and Henry Strauss & 
Company took aim at the next vital target, This 
was to improve service, and consequently sales, 
by motivating employees to understand passen 
gers as human beings rather than as “animated 
cargo”. Media produced to sensitize personnel 
to passenger problems, and to give them a feel- 


(CONTINUED ON THE FOLLOWING PAGE } 































PAA Training Clicks: 


(CONTINUED FROM™ PRECEDING PAGE) 


ings or responsibility for a human relations ap 
prom h to these problems, includes material spe 


cifically designed for many job categories 


For Flight Crews: the motion pictures Flight 
Happy and Log of a Captain plus these sound 
slidefilms, Flight Zero Thousand and This Is 
Your Baby 


a a t 


For All Customer Contact Personnel: ‘Thes 
motion pictures, Stolen Time and The World of 
Jean Renard: a booklet “People, Problems, PAA 


& You,” plus eight display posters 


As in all other phases of the course, these film 


“tools” were strengthened and supplemented by 
The aim of 


this part of the program was not only to implant 


conlerence presentation techniques. 


a new attitude towards passengers, but to pre 
pare the way for training in the specific skills 
needed to handle their contacts professionally 
(,rass roots employee reaction was quick and 


pronoun ed. 


Quite a jolt, Has reawakened me to a lot of 
things » ave me a new sense of responsibility 
towards PAA passengers.” 


Counter Reservations—Miami, Fla. 


The course altered my whole concept of 
sales service 

flerted me to the fact that each employee 
duties makes or breaks a company depending 
upon ones attitudes 7 and most important 
towards the traveller hy putting my elf 
the place of the traveller 


Counter Clerk—Caracas, Venezuela 


By this time, the ground had been well broken 
so that the program was ready to enter the area 
of specific job training. Previous material had 
touched on this problem, but had been mainly 
motivational in nature. Following their pre 
pared plan, PAA moved to take advantage of 
the newly created enthusiasm for learning by 
exposing personnel to media designed to build 
both pride in the individual job and greater pro 
fessional skill in performing it. Once again, 
Flight Service and Sales personnel were the chief 
beneficiaries. The approac h which was worked 
out with considerably greater detail and atten 
tion to specifies than previous program parts 
included: 


Motion Pictures: Point of View, Dial “S” for 
Service and Planned Presentations (produced 
for use on repeating projectors) 

Sound Slidefilms: Wrong Way—Right Way 
Case 20; Wrong Way—Right Way, Case 21 


Never was the truism that people like to learn 
if properly motivated and interestingly taught 
better proved than by employee reaction to this 
part of the overall program, 

on days when sessions hat 
employees requested scheduling on alternate 

0 a8 not to miss meeting ; 


District Manager 


reaction enthusias 
ot program condu ied on ¢ pioyer 


Supt filan. Di 


Sample of “Grass Roots” Opinion 


“The employee thinks at home ... he thinks on 
the job . and when he comes to the next ses- 
sion, he's prepared. He's armed with his own 
problems, his own bottlenecks . .. he throws 
them on the table for discussion—and together 
we usually arrive at a satisfactory conclusion .. . 
or at least something that the employee can take 
back to the job and try out.” 

nobody or nothing was able to arouse inter- 
est and develop thinking the way the conference 


method did 


a lot of new tricks and was reminded of many old 


an old dog has certainly learned 


ones long forgotten.” 


“Arousing interest and enthusiasm devel- 


oping thinking” these comments and others like 
them began to add up to proof that the program 
was bidding fair to outstrip even the hopes of 
its sponsors. What’s more, it was accomplishing 
another and very important aim—that of tying 
together the world-wide and highly complex PAA 
organization with bonds of sympathetic under- 
standing between the thousands of people in 
hundreds of different jobs. The feeling of in- 
terest and enthusiasm affected all levels—includ- 
ing the normally hard-to-impress pilot group. 
The following letter from a PAA captain is worth 
quoting at some length: 


most outstanding to me + » Our company 
personnel can now begin to understand each 
other joa de ares heretolore not possible. Bec ause 
our classes were composed of repre sentatives of 
Traffic, Cargo, Sales 


Flight Engineer, and Station Manager ... we 


Vaintenance, Operation 


were all indoctrinated to no little extent, perhaps 
unau arely in some cases, to eac h other's prob 
lems. The end result 


improvement to our mutual well-being.” 


a continued general 


Preparing the Trainers for the Field 


What about the trainers—how did they feel 
about their own indoctrination and the materials 
they were given to work with? Called together 
early in 1953, a group of hand-picked men was 
assembled from all over the world. They met in 
Rome, Frankfort, Beirut, Bermuda, Chicago, 
Honolulu, Tokyo, London. Rio, New York. Mi- 
ami and a score of other key spots. These were 
“non-professionals,” the men who were to be 


Production executives confer on PAA training 
program. (| to r) Henry Strauss, execut 
ducer: Jerry Alden, writer: and Robert Wilmot 


tor on the staff. 


ve pro 


entrusted with translating the program to per- 
sonnel throughout the system. They were shown 
a special sound slide-film to indoctrinate them 
with the program’s philosophy, give them an 
insight into various teaching techniques, and 
impress upon them the importance of the con- 
ference method in helping people to arrive at 
their own constructive solutions. The various 
tools to be put at their disposal were outlined 
to them, and through carefully worked out ses- 
sions, they began using these tools among them- 
selves. When the clinics ended, they sailed forth 
to do their job professionally armed with a 105- 
session trainer's guide that laid out for them the 
day-to-day and week-to-week methods for the 
most effective use of their material. 


Reaction Can Be Evaluated in Action 
The reaction of this 340 man cadre was ex- 
pressed in action as well as in words. Typical 
of what they said was: 
with this new experience, plus the knowl 
edge of the proper handling of the tools ... the 
aid received ... and the big dose of enthusiasm 
injected, | feel like transmitting this experience 
fo my people for the purpose of changing their 
attitude to the profit of the company and our- 


selves. Cheers to the program.” 


And typical of what they did was their estab- 
lishment, on their own initiative, of a system- 
wide magazine, “Trainer's Talk.” Through this 
medium they exchange ideas, results, and con- 
clusions they’ve discovered on their own stations; 
they trade tips for new ways to use the films, 
slides, booklets. posters, and displays. 

Concrete results, as well as words, are also 
available to establish a standard for evaluating 
the program to date. Such facts as these point 
up their own conclusions . . . 


1 20% reduction in absenteeism has been 
reported by the Director of U. S. Sales, to- 
gether with a 171,% reduction in personnel 
turnover. In the eight months since the 
program was inaugurated in the field, the 
ratio of complaint letters to those of com- 
mendation has been reduced by more than 
50%. 


The grass roots comments and the statistics 
would seem to indicate that the System Training 
Program is reaching both its targets—the people 
who keep PAA flying and the people who fly 
via PAA. 


From a Latin-American Division Employee 


A final quotation is in order: 


“It is hard to sum up impressions in a brief para 
graph. However . things have emerged: (1) a 
rekindled enthusiasm for the company; (2) a 
realization of the inadequacy of my previous 
knowledge and handling of sales and training; 
(3) a desire jor greater personal adequacy in all 
aspects of company activity; (4) a desire to in 
fuse new enthusiasm into all departments at my 


station.” 


Signs Hopeful for Full Maturity 

Pan American World Airways and Henry 
Strauss & Company can rightfully assume the 
role of proud parents, if such early evidence of 
their program’s worth is carried over into its 
full maturity. Industrial communications that 
reaches this deeply into every echelon of a com- 
pany——that carries over the counter forcefully 
enough to make customers into “salesmen,” is 
industrial communications that is doing its life 


work effectively and well. ye 
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Ford Division Picture Inspires Dealers’ Salesmen to 


Return to “Service Selling 


has 
car 


RODUCTION INGENUITY 


brought America’s new 
buyers the ultimate in value, horse- 
power and styling as the 54 models 
make their challenging bid to main- 
tain the automotive industry’s rec- 
ord 1953 sales year. 
The task of matching 
ord performance in new 


that 


car sales 


rec- 


goes beyond the efficient factory 


production lines its success 
depends on the spirit, imagination 


and skill of the men on the dealer’s 


friends is the best way to build a 


clientele salesman. It 
hearkens back to basic principles 


that were practiced and worked at 


as a career 


when selling was an accepted neces- 
sity of the automobile business. 
Dealer “Tom Gordon” is the 
host at the annual party where 
members of his dealership family 
are gathered to honor one of their 
associates. The “Man of the Year” 
in this case is “Jack Lawton,” a 
salesman who has learned the im- 





Dealer Tom Gordon recognizes sales ability with an award. 


sales floor the man whom a 
new Ford Division motion picture 
appropriately The 
Man of the Year. This picture is 


intended for and used solely among 


nominates as 


members of the company’s dealer 
but 
emulated 


theme could 
other U. S 


organization its 


well be 


companies. 


by 


Selling As a Career 
The basic point in Man of the 
Year is that making and keeping 


Jack's first new car customer was a 
the same care and attention. 


n 


old buddy but he 


J 


of 


personal service beyond the ordin- 


portance giving his customers 


nary routine of his selling assign 
ment. 

Through the experiences of fellow 
the 
citizens in the town where Jack has 


guests at dinner, prominent 
worked and served, the film visual- 


izes how its successful salesman 
worked out his career of friendly 
service. It shows how he gave each 


of his customers extra service and 


gave tuture chent 
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Here's your invitation to meet Jack 


Lawton (left) who's been selected a: 
"The Man of the Year" among Ford 
of h ‘ 


ability to make and keep customer: 


‘= 
dealer alesmen because 


attention and how he became in- customers, the local high school 


terested, through them, in various principal, learns about these val 
civic activities. uable films for showing to his teen- 
Another 


quence ties in the problems of the 


age students. strong se 


Remember Pre-War Days? 


This Wilding Picture Produc- 


tions, Inc. film assignment goes a 


dealer’s service department as it 
shows how a successful career sales 


little deeper than its surface plot man balances his selling against all 


of friendly. believeable the needs of the dealership. In this 


incidents 


which lead to a typical salesman’s case, Jack Lawton broadens his 
success story. A flash-back sequence activities to sell service and parts 
to pre-war days for example, re- when a need for volume in that 


that 
these principles of friendly service, 


minds its dealer audiences phase is indicated. 


of customer confidence gained and Depends on Proper Use 
kept by thoughtfulness and follow 


through, were basic to the success 


Properly used among Ford deal 


erships, Man of the Year can be 


of the industry more than a decade eee , 
a top inspirational material. It’s prop- 
ago. The need for a return to these ; : rp 
ne er use implies good timing of the 
principles is shown by examples , oad 
f local dealer showing with the prop 

0 


which set up a chain reaction 


“ 


er emotional and physical “set” 


contacts in the selling cycle 
for the dealer 


days 


among the dealers’ salesmen. Proper 
who was a salesman rh passa ites 
' utilization of a good inspirational 
recent 


in prewar and, in 


months for young Jack Lawton, the film is as important as good produc 


“Man of the Year.” 


There’s a pleasant tie-in to Ford’s 


tion and this one deserves the best 


. to get the most out of its many 


important Driver Training Film good ideas for better salesmanship 
Series as one of the Jack Lawton’s in 1954, I: 
Service department cooperation is one of the items which helped Ja 
Lawton win his ‘Man ot the Year’ award, 
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Mr. Botts Speaks for the Post 


The Curtis 
(The 


Sponsor: Publishing 


Company Saturday Eve 
Post) 

The World's Greatest Sales 
Looks It 


b w, 


ning 
Title: 

man {dvertising, 15 
min, produced by Trans 


film Incorporated 


* The World's Greatest Salesman 
the 
Botts, who has proved 
the title many 
years in Clarence Buddington Kel 


land’s stories in the Satrurpay Evi 


needless to say, is inestimabl 
Alexander 


his right to these 


NiInG Pos’ 

Botts, in this film episode of one 
adventures, is 
The plot 


appointment 


of his many sales 


played by Stuart Erwin 
the 


revolves around 


The undistractable Mr. Bott: 


ol anew 
dle the 


Earthworm Tractor Company. 


“efficiency expert” to han- 
advertising affairs of the 


As various and conflicting memos 
reach Botts while he is out on the 
road, it develops that the new efh- 
ciency man is determined to chan- 
nel all Earthworm appropriations in 
television, or local 


that 


newspapers, Or, 


advertising should be elimi- 
nated because it costs too much. 


Botts, a firm believer in maga 
zine advertising, rises to the defense 


of his beliefs 


scorching memos dictated 


and in a series of 


in hotel 
rooms, trains, sunning on a beach, 


etc. points out what every adver- 


tiser should know about magazine 


at work smemo... 


CASE HISTORIES OF SIX SPONSORED PICTURES 


advertising, and _particularly—the 


Satevepost. 

He points out that despite the 
rise of television as a potent adver- 
tising force, 165 million copies of 
the Post were published last year 
as against 131 million in 1946, and 
that 82% of American homes read 
national magazines as against only 
50% with television sets. . 
Erwin, who makes a good Alex- 


ander Botts, goes through practic- 
ally all points of the Post’s adver- 
tising sales pitch, convinces Earth- 
worm Tractor president Gilbert 
Henderson to squelch the efficiency 
expert, send him out on the road 
to learn about people. 

The Satevepost will use the film 
as a part of its sales campaign be- 
fore advertisers and agencies all 
over the country. Ng 





Joining the Crusade Against Fire 


Sponsor: National Automatic 
Sprinkler and Fire Control Asso- 
ciation. 

Title: Crusaders Against Fire, 14 
min., Kodachrome, produced by 


The Jam Handy Organization. 


* Fire takes 30 American lives and 
two million dollars worth of prop- 
erty every 24 hours. Nearly half the 
number of business firms which are 
razed never re-establish themselves. 
Three thousand schools burn each 
year. 

Dramatizing these and _ other 
staggering facts, Crusaders Against 
Fire shows the unpredictable cir- 
cumstances which kindle this de- 
structive menace; the inevitable oil 
rag, the watchman who is in another 
part of the warehouse just at the 
critical moment, the cigarette butts 
trod upon but not put out. 

Using this film, which combines 
the techniques of animation and 


real photography, the Association 
demonstrates its answer to fire haz- 
ards: fire control by 
sprinkler system. 

Completely automatic, the sprink- 
ler system is designed to extinguish 
the fire while it is still small. During 
the time it takes for help to reach 
the scene, the automatic sprinkler 
system contains the fire or exting- 
uishes it completely. 

Figures show that not a single 
life has been lost through fire in 
buildings adequately protected with 
sprinkler systems. Seventy per cent 
of all fires require only one sprinkler 
to check the blaze completely. By 
re-enactment of actual case histories, 
the film documents the remarkable 
success of this modern weapon in 
the battle against fire. 

Prints for 16mm projectors may 
be obtained by writing to the spon- 
sor’s headquarters at 205 East 42nd 


Street, New York City, N.Y. ag 


automatic 





A Film to Aid Recruiting of Nurses 


Sponsor: Committee on Careers of 
The National League for Nursing. 
Contributed by Lederle Labora- 
tories. 

Title: When You Choose Nursing, 
20 min., b/w, produced by Wil- 


lard Pictures, Inc. 


* As the health needs of the nation 
continue to increase, the shortage 
of nurses is causing some concern 
among medical Last 
year, some 43,000 students were ad- 
mitted to nursing schools—six girls 
out of every hundred graduating 
from high school. The League for 
Nursing hopes to encourage more 


authorities. 


girls to enter the profession—enough 
so that nine out of every hundred 
will become nurses, a better propor- 
tion in view of the rising demand 
for well-prepared nurses. 

As a part of its recruitment cam- 
paign this year, the League for 
Nursing is using a new film donated 


by Lederle Laboratories. When You 


Choose Nursing is based on the ex- 
periences of Betty Bowles, pediatric 
nurse at the Mary Hitchcock Mem- 
orial Hospital in Hanover, N. H. 
It stresses the professional status of 
nursing as a career, shows the work 
and play opportunities of four nurses 
in the fields on pediatrics, teaching, 
industry and public health. 
Distribution plans for the film 
call for showings arranged through 
the 53 state and regional Careers 
Committees. On a local basis these 
committees will show the film to 
audiences in high schools, club meet- 
ings and civic organizations as well 
as over television stations and in 
local theatres. The 16mm film can 
be purchased for $35 or rented for 
$4 for three days through the Com- 
mittee on Careers, National League 
for Nursing, 2 Park Avenue, New 


York. ed 
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“The Magic Pathway” 
to Better Vision 


Sponsor: The Better Vision Insti- 
tute. 

Title: The Magic Pathway, 21 min., 
color, produced by Proser-Barnes 
Productions, Inc. 

* What is actually happening when 

the doctor examines a_patient’s 

eyes? What does he look for when 
he directs a needle of light into 
them? How does he arrive at the 
proper curves and powers of lenses 
to correct the patient’s particular 
visual errors? To answer these and 
many other questions, a new film, 

The Magic Pathway, sponsored by 

The Better Vision Institute goes be- 

hind the scenes with the eyesight 

specialist and dramatizes the high- 
lights of a visual examination. Not 
only that, it gives a glimpse into 
the specialist’s education and train- 
ing, uses cartoon treatment to por- 
tray the complex structure of the 
eyes and the intricate brain and eye 
teamwork that produces vision. 
Westbrook Van Voorhis narrates 
the film, which has been planned as 
a companion piece to an industry 
Wonderland of Vi- 


sion, which is now in its third year 


documentary, 


and has already been shown to a 
million and a half viewers. 

The Magic Pathway is being dis- 
tributed by Movies U.S.A. to educa- 
tional, professional, business, social 
and civic organizations. B/w prints 
are also available for television 


showings. 4g 


A Pleasant Half Hour 
Tour of Jamaica 
Sponsor: Jamaica Tourist Trade 

Development Board. 

Title: Discover Jamaica, 27 min, 
color, produced by Dr. Herbert 
Millington. 

* To thousands of audiences across 

the country, a travel film is just 

about as possible as any kind of 
screen fare available. In most trav- 
el films the format is very simple 

—the visitor is seen arriving by 

ship, plane or train, and from then 

on—off narrates the 
wonders and beauties of his trip 
while the camera focuses on a suc- 


screen he 


cession of picture postcard views. 
Discover Jamaica differs not a 
whit from the prototype. But the 
island is a pretty place, the locally 
recorded Calypso music is interest- 
ing, and 27 
pleasantly. 
Movies U. S. A. will distribute 
the film. First call will go to travel 
agents, tour operators, airlines and 


minutes pass quite 


ship companies. Then to community 
groups, t.v. stations. Q 
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American Airlines’ Tribute to Manhattan 


Aue GH THE sToRY of one of 

the world’s largest cities has 
been told and retold in a variety of 
ways, New York always seems to 
offer a challenge for film makers. 

As a special tribute to New York 
for its 300th year, American Air- 
lines has just released a beautiful 
new color film, /nvitation to New 
York, produced by Dynamic Films, 
Inc. 

Although it might seem at first 
that an attempt to include all the 
major attractions of New York, as 
well as present the city in a variety 
of moods, in a 15-minute film would 


trip even the most expert film mak- 
ers, this difficult task has been ac- 


ESOT EET? TE 


FREE 


Looking skyward from the river's 
edge into Manhattan's canyons. 


Familiar pleasures in amusement 


ark tempo on a summer's day... 
I y 
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complished quite well. In fact, it 
the old 
phrase, “It’s a great place to visit, 
but I’d hate to live there.” Dynam.- 
Bobker, does 


live there, and is one of the big 


does a good deal to refute 


ic’s director, Lee R. 


town’s most enthusiastic boosters. 
His part in making the film might 


well be called a real avocation. 


Revealing Urban Portrait 


This film on the great metropolis 
is more than a mere photographed 
tour as a sightseeing bus might do 
it. It says much about the subject 
and reveals the city as it has seldom 
before. Ralph School 


man’s moving script is particularly 


been seen 


notable in that very few locations 


selected scenes from 
"Invitation to New York" 
presented by 
AMERICAN AIRLINES 





r t f 
Kocretelier Center igure of 
ern Atla 


that is the gateway to the land 


4 moad 


beyond the sea 


behind the 


worild-bound in the city 


or tourist symbols. are named, but 
rather shown on the screen as they 


reflect the moods of the city. 
New York is seen through the 
eyes of four whose emo 


handled 


narration of 


people 
reflections are 


skilled 


tions and 
through the 
Conrad Nagel. 

For a pretty girl, the city is a 
beautiful one, filled with radiance 
and vitality. She sees the beauty 
of a museum garden, of Sunday 
afternoon in Central Park, of Fifth 
Avenue on a busy shopping day, 
beauty in the models as they head 
for their jobs, the beautiful store 
windows, and the elegance of a 


(CONTINUED ON NEXT 


PAGE) 





Sidewalk cafes and old-world charn 
: 


nN & modern metropo! 


Mid-town camera angle catches 


otty towers against the sky 








birthday tribute 
to manhattan 


(CONTINUED FROM PRECEDING PACE) 


hansom cab ride through the park. 

For a little boy, the city is a 
magic one, a fairyland of excite 
feeds the 
rides a camel at the 
( hildren’s 700. 
York 
a boat on a lake in Central Park 
or watch the planes taking off at 
the world’s busiest airport. For 
heroes he can pick Mickey Mantle 


of the Yanks or a lifeguard at one 


animals or 
Bronx Park 
New 


can sail 


ment as he 
For the boy, 


is a city where he 


of the city’s beaches, or he can pilot 
his own planes at Coney Island, the 
world’s largest amusement park. 


of Human Interest, Romance 


New York—that 
old man—is one of human interest. 
It is the New York of the Green 
wich Village art Third 
Avenue, of Little New 
Year's celebration in Chinatown 
It is the New York that is reflected 
in the faces of its people and it is 
the United 


from every land on earth now have 


Another of an 


show, of 


ltaly or a 


Nations where people 


roots 
And 


romanti 


New York 18 i 


and is seen through 


finally, 
eity 

the eyes of a honeymoon couple as 
they watch the city from the Rain 
bow Koom atop Rockefeller Center 
lor New York 


cafe in Venice, a bistro 


at twilight. them 
can be a 
on the Seine, old Japan, a cafe in 
Bagdad or Madrid as they dine in 
a variety of fine foreign restaurants 
(Villa Camillo, Cafe do la Paix, 
Miyako, La Zambra). New York 
offers the romance of Broadway at 
excitement of the 


night and the 


night clubs, 


Conrad Nagel Is Narrator 


Betwéen each of these capsul 
studies of a city the narrator, Con 
rad Nagel, draws a picture of the 
varied moods of the city and at the 
end of each interlude he finds one 
of the central characters participat 
ing inva characteristic activity. 

Within the 
structure 
New York has been drawn 
ican = Airlines 
James A, 


controlled the 


this 
a fascinating portrait of 
Amer 
head 
and 
had 


films (in 


framework of 


advertising 
Dearborn, initiated 
project as he 


American's other 


Big 


Vexico) also produced by Dynami 


with 


cluding Vacation and Viva 
Films, Inc 

Although /nvitation to New York 
was originally planned as a l6mm 
Kodachrome production it was de 
cided to switch to Eastman 35mm 


negalive-positive because of the 


greater 


range and latitude of the 


new film. 


About a 
ran the 


Invitation to 


Shors. 


month American 


first 


ago, 
official premiere of 
New York at Toots 


a showing that was attended 


3 models —- one for every 
audience and budget. 


! LASSMATE 4 
or small audiences 


2. ASSEMALY 10 
jor medium-sized audiences 


OVEREIGN 25 
or large audiences 


by some 200 people including press, 


city offic ials and airlines people 


55mm prints are being used in 


special premiere and 


L100 


promotional 


showings and l6mm_ color 


prints are already wide 


enjoying 


Cll’ 


17% SMARTLY SIVLED 
I7T7%8 EASY AS 


It’s an open-and-shut case —the new Victor is efficient 
and beautiful. Fashioned in Forest Green plastic 
fabric, trimmed with satin chrome. When you use your 


beautiful new Victor, it gives you a lift. 


spread distribution through Asso- 
ciation Films. 

Through the sponsor’s forethought 
obtained 


York 


limited 


release may be 
lo Neu 
Airlines 


theatrical 
for Invitation since 


American client 


eee 


Superb Sound and Picture Quality— Always! 
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identification to two brief visual 


scenes and one audio reference. 


Negotiations are at present under- 
way with one of the major Holly- 


wood companies. Q 


18 VMEW 


“City of Yesterday & Tomorrow” 
Shows Boston's Past, Future 


* Visitors are customers, conven- 


tions have become an_ industry. 


Aware of these facts, the Convention 


& Visitors Bureau of the Greater 
Boston Chamber of Commerce has 
sponsored a 12-minute color film, 
City of Yesterday & Tomerrow. 
Lest there remain those whose 


impression of Boston is a vague 
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Historic Boston is visited in 
Martin Bovey's latest film. 











never-land of broad ‘a’s,” baked 
and Back Bay, this Koda- 


film brings the modern 


city before the potential visitor. 


Historic Sites Revisited 


Bunker Hill, go 
lronsides” and 
route to 


After visiting 
“Old 
following Paul 


ing aboard 
Revere’s 
Lexington and Concord, the viewer 
finds that much of our country’s 


early history was made in and 
around Boston. He discovers fine 
museums, theatres, concerts and 


“one of the greatest concentrations 


of schools and 


colleges in the 
world,” He also finds that Boston- 
ians are truly friendly people who 
love the fun that can be had at 
sporting events, amusement parks, 
beaches, race tracks and in good 
restaurants, 


Prologue to the Future 


The film that people 
come away from Boston on speak- 
ing terms with Pilgrims and Min- 
ute Men, feeling they have relived 
some of our country’s past but also 
they 


suggests 


feeling have caught some 
glimpse of our unexplored future. 

Produced by Martin Bovey Films, 
City of Yesterday & Tomorrow is 
available from the sponsor at 80 
Federal Street, Boston, Mass. 





* ” 


Browning Presents Film Shorts 
to Modern Art Film Library 

* Invinc Browninc, founder of the 
Society 


of Cinema Collectors and 


Historians, recently presented two 
film shorts to the Museum of Mod 
ern Art Film Library. 

One is a two reeler he produced 
1930 titled 
City of Contrasts. The other, a one 
reeler titled Master of the Camera 
is a film report of the work of Ed 
Steichen, head of the still 
photography collection and exhibi 
tion at the Museum of Modern Art 

Mr. Browning is president of the 


Camera Mart, Inc. in New York. 


and photographed in 


ward 
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PICTORIAL PREVIEW OF 


“BEAUTY AND THE BRIDE" 











Meet 
Ay rils husband-to-be (you knew that 


30b De er ng 





ome help on moa- 


the ola 


| uc kily she get } 


ern homemaking and makes 


place shining new 


And At ril and Bob live har t Hy 


ever stter a they prepare 4 home 


+ their wr 


from the Woman's Viewpoint 


New Johnson Wax Picture 


Sponsor: S. C. Johnson & Son, Inc. 
Title: Beauty and the Bride, 27, 
min., color, produced by Wilding 
Picture Productions, Inc. 
* In this pleasing “boy meets girl” 
story, the Johnson Wax Company 
is showing tomorrow's homemakers 
easier methods of housekeeping with 
wax products and dramatizing the 
effectiveness of simple home decora 


tion techniques 


Beauty and the Bride is unusual 
in a number of ways. First, much 
of the script is in verse form It's 


the story of April Green. About the 


nicest girl you've ever seen, Pretty, 


Filmed in Eastman Color 


loo or could be if she wanted to. 

April leaves the farm for the city, 
becomes beautiful, and winds up as 
a secretary in the office of a young 


architect narnaed Bob Deering. 


Design At Its Best 
Bob, interested in viewing an out- 
standing work of architecture, takes 
his secretary on a tour of the fam- 
Wax 
and Research Center designed by 
Frank Lloyd Wright. In this portion 


of the film are breathtaking interior 


ous Johnson Administration 


and exterior views of the modern 
Johnson buildings. 


They also learn some fundamen- 





tals of wax and wax products from 
Margaret Scott. Johnson’s Consumer 
i:ducation Director. A visit is made 
to the Johnson factory where high 
speed filling machines whirl cans 
in front of the camera and to the 
Johnson “Helio Lab” where John- 
sons chemists are shown at work 
developing new products for the 
home, industry and agriculture. 


Home Economics Slant 


The Johnson film was produced 


primarily for home economics 
classes in high schools and colleges. 
It will also be 


f harge 


available without 
Modern Talking 


Picture Service, Inc. to girls’ and 


through 


women’s clubs, employee groups, 
adult education classes and to other 
groups who request it. The film is 
also available to t.v. stations for 
sustaining use. (Johnson has already 
received a number of these t.v. re- 
quests). 

There will be 200 prints of the 
film for use in the educational field. 
The first year’s audience forecast 
indicates that the film will be 
booked 6,500 times and will be seen 
by more than one million people via 
16mm showings alone. 


Shown to 4 Million 


Johnson’s previous picture Beauty 
Jor Keeps, (a b&w film made in 
1942) was shown 50,000 times and 
1.000.000 persons. 

Seript for Beauty and the Bride 
was written by James Prindle. Lucile 
Bush, Johnson’s Consumer Educa- 


seen by nearly 


tion Director. served as coordinator 
and special consultant for the film. 
Johnson’s Photographic Director, H. 





(). Lundgren, was also on hand to 
counsel with the cameramen and 
Johnson’s technicians. Director was 
Grabill. Photography by 
Jake LaFleur. Sets were designed 
by Edward Jewell. 


Edward 


The cast features Naomi Riordan 
as April Green, Gene Blakely as Bob 
Deering, Nancy Sheridan as Mar- 
garet Scott, Alma Dubus as Bob’s 
mother, John Olson as April’s broth- 
er, Norman Gottschalk as the handy 
man, and Vaughn Taylor as com- 
mentator. 


Pictorially Excellent 

The Johnson film was lensed in 
the new Eastman Color Process. 

To promote the film the Johnson 
Company is using double page 
spreads in major magazines in the 
field. A_ special 
direct mailing which includes a leaf- 
let prepared by Modern Talking 
Picture Service, Inc. is being made 
by Johnson to 10,000 home demon- 


home economics 


stration agents, home service agents, 
colleges and others. A special fea- 
ture ran in the company’s employee 
magazine, the JonwAX JOURNAL. 


Employees Via Theatre 


main 
Wisconsin, are 


Employees in Johnson’s 


plant in Racine, 
seeing the picture at one of the city’s 
major movie theatres. The film will 
run for one week along with the 
regular features of the theatre. Two 
tickets are being purchased by the 
Johnson Company for each of their 
employees who can visit the theatre 
for any performance during the 
week. District offices and salesmen 
will see the film at special show- 


ings. R 





Architecture of Frank Lloyd Wright a Film Feature 


* The new Johnson film takes 
| the viewer on a “plant tour” of 
| the company’s Administration 
and Research Center buildings at 
Racine, Wisconsin, designed by 
world-famous architect, Frank 








Lloyd Wright. This colorful se- 
quence, photographed with con- | 
sumate skill by Wilding techni- 
cians, is one of the highlights of 
the film and good enough to be 
“cut” into a special picture. & 
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f COUPLE OF YEARS AGO, scientists at Cornell 
University’s Division of Tropical Medicine 
discovered that if the mating call of the 

mosquito could be made to sound natural enough 
and loud enough the pests would come from 

* miles around to investigate the fascinating 
whine. Once gathered together, they could be 
clobbered en masse on an electric grill. To 
capture this sound on record, Cornell turned 
to Columbia Transcriptions, a division of Colum 
bia Records, Inc. The records are now in 
active service demolishing mosquitos in Cuban 
swamps. 


Transcriptions Business Going Up 


This unusual job is just one of many record- 
ing and pressing operations that make the 
wheels go around at Columbia Transcriptions. 
and enough of them are constantly in progress 
to make the Division responsible for about 20% 
of the total sales volume of the company. Con- 
sidering the size of Columbia’s popular and 
classical sales, in which several million-record 
hits each year is not unusual, it can be seen 
that transcriptions are big business. 

To most film producers, Columbia Transcrip- 
tions is the company that makes slidefilm 
recordings, and supplies thousands of them each 
week to large industrial slidefilm users, through 
producers. 

The Transcription Division, paradoxically, also 
presses records for dozens of labels actively 
competing with Columbia in the retail record 
market. Notably, Julius La Rosa’s big hit Eh 
Cumpari on the Cadence label was pressed by 
Columbia Transcriptions, only to go on and 
outsell all of Columbia’s own popular hits for 
weeks. 


53 Big Year for Premium Records 


But the big news in the transcriptions busi- 
ness, at Columbia and other companies in the 
field, is the tremendous rise in the importance 
of the premium record. After the biggest year 
in the division’s history in 1953, Columbia is 


Striving for perfection, a Columbia engraver 
inspects every groove to insure that no fleck 
of dust has caused a bubble in the electroplat 
ing of the “mother” record. 














































































































PREMIUM RECORD: potent sales too 


—complete service from idea to prospect offered by Columbia 


aiming to double it in 1954. As the division’s 
manager, Gilbert S. McKean, recognizes, “th 
facilities to handle this business have always 
hee n he we. but we ve never before rone alter 
the premium record field aggressively with com 


pl tely packaged ideas.” 


Follow Through Right to Customer 


This year, Columbia will offer premium re« 
ord users far more than just a recording and 
pressing service, The company 1s prepared lo 
originate premium record ideas, sell them to 
advertisers and merchandisers and handle the 
whole deal through label and jacket design, 


scripts, talent and distribution of the product 


When required, Columbia can arrange for record 





Liberace records a promotional record at 
Columbia Transcription tudic 





Liberace fans become Denver bank depositor: 
as tne star hands out premium recora 


ing studios in almost every city in the country 
in addition to its big facilities in New York, 
Chicago and Hollywood. In special instances, it 
will arrange for the services of big name artists 
in the regular Columbia catalog for promotion 
and premium records 

Responsible for development of this new plan 
will be national sales manager, Albert Shulman. 


who will also act as liaison with the snanufactur 
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Rosemary Clooney makes Genera! Food 
Sugar Cri if mnouncement recora for na 


tional distribution to retailer 


ing division to insure exact scheduling 
and prompt delivery of commercially spon 
sored records Important considerations in 
Columbia’s bag of tricks for promotion 
record customers are the company’s three 
manufacturing plants in Bridgeport, Conn., 
Terre Haute, Ind., and Hollywood, which 
insure that shipping costs to almost any 
point in the country will be the lowest 

A good example of Columbia Transerip 
tion’s commercial service is a recent pro 
motion put on by General Foods. To in 
troduce a new “Sugar Crisp” cereal, GF 
arranged to have every retail grocer in 
the country receive a record of Rosemary 
Clooney singing about Three Little Bears 

Handy, Candy and Pandy, In the maze 
of new cereal brands being introduced 
every month, General Foods found the 
records to be an announcement that did 
not go in the retailer’s waste basket, and 
insured that not only the grocer, but his 
family, were aware that there was big news 
coming in the cereal market. 


Denver Bank Scores a Million 


Liberace’s television show, now appear 
ing on 140 stations on a lo« ally sponsored 
basis, offered a special Columbia tran 
scription to sponsors as a giveaway with 
the sponsor’s own label. Dozens of them 
used the records. One, The Denver Na 
tional Bank, offered the Liberace record 
for every $10 account opened in the sav 
ings department and the popular pianist 
appeared to hand out the records, Liberace’s 
fervent admirers stormed the doors with 
a million dollars of deposits before the 
supply of records ran out 

Timken Roller Bearing Company sent 


as its Christmas Card, a special record of 


(CONTINUED ON THE FOLLOWING PAGE) 


A Columbia engineer inspect 
grooves being engraved into ‘‘lac 
quer master as the artist ‘cuts a 
tudio 


masters are no longer used 


record. from 
"Wax" 


' , 
by Columbia: lacauer coated or ; 


rec ording 


glass disc is standard 


PREMIUM RECORDS: 


CONTINUED FROM PRECEDING PAGI 


Basil Rathbone doing The Nighi 
Before Christmas. 
Score of Special Uses 
Other uses of “special” record 


College 3 


are putting alma mater records in 


ings seem to be endless: 


year books; some six national 
church organizations are using Col 
umbia transcriptions for fund-rais 


Yale I nl 


versity is recording Shakespeare in 


ing and other purposes ; 


the original dialect of the time 
(very much like an Irish brogue) ; 
Zenith, Phileo, Strom 


berg-Carlson and GE provide retail 


Capehart, 


ers with special Hi-Fi records to 
demonstrate the acoustical qualities 
Consolidated Vultes 


provides records to take 


of their sets; 
Aircraft 
home for passengers on Convair air 


Necchi Machines 


offer records to people who will 


liners; Sewing 
come in for a demonstration—a 


million of them have. 


Record Players Universal 

The premium record seems des 
tined to take an active part in the 
merchandising plans of thousands 
of companies who had never thought 
of them 


which were becoming almost a rat 


before. Record players 
ity before the war, have come back 
so strongly that most homes have 
Whereas the old record 
breakabl 


the typical premium record of today 


them now 


was heavy and highly 


is small, lightweight and unbreak 
able-——and actually costs little more 
than printed brochures which flood 
the mails, or stand unwanted on 
counters, The records are idaptabl 

they can be used as trafhic gen 
erators—self-liquidating premium 
box-top offers: convention gifts 
mailing pieces; or just about any 


asked to do 


boom year for th 


selling job they are 
Looks like a 
record business—and not just in 


the juke-box field Vd 
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it's new in business pictures 


Atlantic Refining Premieres a 
New Gasoline With 3-D Film 
* Completion of the studio’s first 
sponsored 3-D motion picture pro- 
duction, Premium on Parade, has 
been announced by Louts W. KE.t- 
MAN Propuctions, Philadelphia. 
Sponsored by the ATLANTIC RE 
FINING COMPANY, also of Philadel 
phia, the 14 minute, 16mm color 
sound film was designed to intro 
duce Atlantic’s new platinum cata- 
lyst premium gasoline to the sales 
staff, service personnel and dealers. 
Premiered in 54 sales meetings 
from Boston to Miami, Premium on 
Parade was produced by the studio 
in 17 days so that the picture would 
break with Atlantic’s 


campaign introduc ing the new gas 


special ad 


oline 


Corelli-Jacobs Completes Scores 
for Two New Television Series 
Firm Music, 
Inc. is completing the music scores 
for two series of 26 films each, 
produced by Thomas Carven Films 
Corporation. One series, The World 
Through Stamps, tells the story be- 
hind the postage stamps of the 
world. The other series is The 


World Around Us. 


“Public Relations—tits Story” 
New Alcoa Color Slidefilm 


* Production of Public Relations 
Its Story, a new color slidefilm 


® Core cut-Jacoss 


for the Aluminum Corporation of 
America has been completed by 
Kling Studios in Chicago. 


Public Relations—its Story em- 
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ploys a new art technique. Through 
the use of art abstractions, this 
technique illustrates ideas and 
thoughts with bright colored figures 
against a black background. Be- 
cause of the use of sharply contrast- 
ing background and objects, it was 
necessary to plan the film with a 
frame-to-frame picture continuity 
that would not disturb the seeing 
pattern of the viewer's eye. 

Fourteen minutes in length, the 
film is fully narrated with musical 
background. Alcoa will use the film 
as a part of their sales training 
program to illustrate to sales per- 
sonnel the function and advantages 
of the Public Relations Department 
of Alcoa. 

The production assignment was 
placed with Kling through Fuller 
and Smith and Ross, Inc. of Cleve- 
land. 


Curtis Visualizes Post's 
Role in Auto Industry 
Sponsor: Curtis Publishing Com- 
pany: THe Saturpay EvEeninc 

Post. 

Title: The Story of Magazines in 
the Automobile Industry, 12 min., 
color, produced by Robert Law- 
rence Productions, Inc. 

* This clever slide-motion film is 

a sales promotion presentation of the 

SaTEVEPOST to be used among ad- 

vertisers and agencies in the auto- 

motive field. 

It points out that the Post has 
grown up with the automobile over 
the past fifty years, has been and 
remains a most potent force in auto- 
mobile merchandising. 

The film 
through 
Wayne Colvin) which resemble the 
casual and effective style of tele- 


presents its statistics 
moving drawings (by 


phone pad doodles. 


Introduce New Product 
to Retailers Via Film 
Sponsor: Comfy 

Company. 
Title: CustoMagic, the Cover Story 
of the Year, 12 min., color, pro- 


Manufacturing 


duced by Dynamic Films, Ine. 
(through the Joseph Katz 
Agency ) 
* This new sales film will introduce 
a new furniture slip cover to retail- 
ers all over the country. The covers, 
which look custom-made, are ac- 
tually 
styles which ingeniously fit hundreds 


manufactured in just four 


of types of chairs. 

The film demonstrates how the 
covers are fitted to different types 
of chairs, points out that retailers 
can stock more colors and patterns 
instead of having to stock dozens 


of different styles. > 
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GM Films the 1954 Motorama 
for National Theatre Release 


*% General Motors Corporation is preparing a 
new film on the 1954 Motorama which is ex- 
pected to play to over ten million theatregoers 
in the next few months. The show, itself, has 
travelled to four cities (New York, Miami, San 
Francisco and Los Angeles) across the country; 
the film, photographed recently in Miami by 
Sound Masters, Inc., will “fill in” for complete 
coverage of the rest of the country. 

Photographed in 35mm Eastman negative 
positive, the 1954 Motorama film, tentatively 
titled Going Places, features scenes at the big 
Dinner Key Auditorium in Miami, nearly 200 
“extras” recruited from the Miami area, and 
two “stars” played by an 8-year-old Miami boy. 
Stevie Mackauf, and his “father,” played by Dr. 
Charles Philhour, a University of Miami pro- 
fessor. 


The film shows Stevie watching the caravan 


of big Motorama trailer trucks heading for the 
Auditorium; hustling home to tell his father 





On location for GM at Miami were (I. to r.) 
Harold Wondsel, president of Sound Masters: 
John K. Ford of GM _ public 


director of new 


relations {arm 
raised) and Frank Donovan 
Motorama film. 

about it and finally making the rounds of the 
exciting show. 

At one point in the picture, Stevie gets lost 
and is taken under the wing of GM President 
Harlow W. Curtice until his Dad finds him. 

John K. Ford, General Motors’ motion pic 
ture chief, on hand to supervise the film in 
Miami, estimated the 10-minute picture would 
cost between $35,000 and $50,000 to produce. 
He and Harold E. Wondsel, Sound Masters’ 
president, decided to film the Motorama in Mi 
ami instead of its opening in New York (al- 
though full newsreel type coverage was made 
by Sound Masters on the earlier New York 
show) because “everyone favored making it in 
Miami where we have a bigger show, more 
working space, a more colorful setting and more 
to show in the color sequences.” We 


The Motorama caravan rices into town 
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Future Farmers of America member: 


raise their state 


standards at convention. 


Meet America’s Future Farmers 


Their Silver Anniversary Convention Makes a Memorable Picture 


VERY YEAR, thousands of delegates of 
EK the Future Farmers of America come to 

the Municipal Auditorium in Kansas City 
for their annual convention. Last fall, in honor 
of the F.F.A.’s 25th Anniversary, the Firestone 
Tire & Rubber Company, one of the donors to 
the F.F.A. Foundation, arranged to cover the 
Convention with a filmed newsreel of the vari- 
ous events. Owen Murphy Productions, Inc. was 
selected to make the film. 

What has emerged, however, from the 20,000 
feet of film shot at the convention is far more 
important than just a film of record. As a 
“newsreel” should, the film covers the activities 
of the convention, but it is also a first class doc 
umentary film which does not depend on time 
liness and the straight depicting of events for 
its appeal. This is all the more unusual, for the 
production staff arrived in Kansas City with 
no script of the picture to be made beyond 
just “shooting the show.” Perhaps it was 
the “look” on the faces of the Future Farmers, 
or the good feeling that prevailed, for Owen 
Murphy and his staff quickly found a story idea 
on the spot and shot the film around it. 


Highlights a Typical Boy’s Visit 


Simply, the 35mm, b/w film, titled The Future 
Farmers of America’s Silver Anniversary, is 
based on a visiting F.F.A. member from Ne 
braska who writes to his friends back home what 
he sees and does each day during the meetings. 

Beginning with the scenes of the boys arriv- 
ing in Kansas City—from all the states, Hawaii 
and Puerto Rico, the film shows the highlights 
of each day’s events and some of the fun the 
boys have visiting the stockyards and the big 


American Royal livestock and horse show. 
President Appears in Moving Sequence 


The highlight of the film is the appearance 
of President Eisenhower as he spoke to the clos 
ing session of the convention. Speaking very 
obvious 


naturally, without 


studied facial expressions, the President ha 


teleprompting or 


rarely appeared in a better light. Some of the 


telephoto shots of Mr. Eisenhower. Secretary 


Hobby and other officials taken during the sing- 
ing of the national anthem are tremendously 
moving. 

If anything can be selected as outstanding in 
this film of all-around merit, it is. the sound 
track. Recorded under actual conditions in the 
Auditorium, it is as true, meticulously construct 
ed and balanced as if made under the very 
finest big studio conditions. In fact, being “live,” 


it is better, it is alive and thoroughly stirring. 
Premiere Showing at the White House 


First showing of the film was held at the 
White House for President Eisenhower. It was 
later officially premiered for the Chamber of 
Commerce and invited guests in Kansas City. 

Now under way is nation-wide distribution 
of 600 of the 16mm sound prints, aimed 
first to reach all of the 365,000 members of the 
Future Farmers of America, and later to civic 
and other groups all over the country. In addi 


tion, 50 prints of a shorter t.v. version are now 


in circulation, Sy 


Worth a million to the Future Farmers 
their new film being scanned by Kan ra 
City offic ials {| to r) J Wil ar | (| ii der, 


Chamber of Commerce committer cn 


Karl Koert er, chamber r resiagent, an | John 


, 


B. Gage, pre ident of the American Royal 















Concealed microphone in leather bag 


Funt to record conversation wit! 


“Candid Camera’ 

































































Hidden camera behind trick mirror (right) film 


’ mer ourcnase Or Ror son 


} 


ghter 


Looks at Selling 


—and sponsors report some remarkable training results 


LLEN FUNT’S well known Candid Camera 
A programs, which began with a radio show 
called Candid Microphone and mushroom 

ed into such other projects as television, a con 
tinuing series of movie shorts shown in 8,000 
theatres last year, a series of Columbia LP ree 
ords, and a book on the subject called Eaves 
dropper at Large, has now branched out into 


the field of sales training and industrial films 


Candid View of Customer Reactions 


Made according to the same techniques used 
in the Candid Camera television programs, con 
cealed cameras and microphones capture the real 
life reaction of every day people—the customers 

in situations determined by the goal of the 
sponsor. The results, in believeability and im 
pact, are said to be likened to statistics established 
which state that 
Candid Camera Philip Morris commercials scored 
200 to S000; 


by Schwerin Research Corp 


higher than any other cigarett 
commercial tested 

An example of how the Candid Camera sales 
training films are put to work in the field can 
be found in the experience of the Simmons Mat 
tress Company It wanted to prove to dealers 
that a relatively expensive “X-Ray” mattress 
display was actually worth the cost as a sales 
aid. So the Candid Camera was hidden on the 
sales floor in Macy's Department store and by 
picturing actual sales transactions with and with 
out the mattress Simmons achieved its purpose 
lo what extent the goal was reached is best ex 
pressed in this comment from John W. Hubbell 
vice-president of the company : 


Succeeds Where Print and Talk Fail 
“Our movie showing your activities as a sales 


man in Macy’s Bedding Department was an over 
whelming success. We tried to visualize the r 


lationship between a prospective customer and a 
salesman in penetrating terms. 

“We succeeded in getting our point across in 
this particular venture, although we have been 
trying to visualize this situation in vain for 
twenty years. 

“The twenty-two minute film accomplished 
something where scores of printed messages and 
hundreds of talks failed.” 

For Nash-Kelvinator the problem was different 
and therefore, the resulting production was not 
typical of the other Candid Camera industrial 
films. 

It was planned only to be shown at one of 
their own dealer meetings: to demonstrate vivid- 


ly how and why Kelvinator had been losing 


Checking a day's shooting back in his office 


Allen Funt note results before his tilm editors 
begin cutting the scenes for a sales train na 
picture utilizing his candida technique. 











Visualized Sales Training Feature 


sales to other manufacturers who had many fea- 
tures not found in its product before 1952. 

The Candid Camera, \ocated at the point of 
sale, found out from the customers themselves 
what people were looking for in a refrigerator. 

Nash-Kelvinator thus could check off the things 
its product lacked, and portray dramatically why 
the firm was losing sales. 

The film concluded by introducing the new 
Kelvinator refrigerator, designed to meet the de- 
mands of the consumer, as he had indicated his 
preferences to the Candid Camera. 

When Seagram Distillers Corp. found consumer 
resistance to “Ancient Bottle Gin,” a premium gin 
with a golden color, the Candid Camera got right 
behind the counter of a liquor store to make 
BUYING the 


product, after the proper sales technique had 


secret films of actual customers 


been used. 

The Camera had to show the salesmen how 
to make a virtue of the color, how to get around 
its comparatively high price and handle thrift 
conscious customers. 

The resulting film, made under actual working 
conditions faced by the average liquor clerks, 
showing the same customers liquor clerks must 
face, proved once again that the right kind of 
salesmanship sells products. 

A Candid Camera film for Ronson showed 
once again the adaptability of this technique. 


Ronson Verifies Brand Preferences 

The problem, in the case of Ronson, was this: 
Since the Ronson Company had lost the basic 
patent right for the mechanical principle that 
had made its lighters unique, the company felt 
certain that the industry could expect a great 
invasion by competitors and imitators. 

The task for Candid Camera, therefore, was 
to show: that the years of Ronson supremacy 
in product and in advertising had built a tre- 
mendous consumer acceptance of its products; 
that Ronson, in spite of cheaper imitations, 
would still be the preference of buyers. 

The Ronson company believed, as Allen Funt 
did, that there was no better way to prove its 
points to dealers than by showing actual people 


(CONCLUDED ON PAGE SIXTY-TWO) 





Fortune Shows the Light Touch 
in “Memo to a Salesman" 


* The humorous side of that often “deadly” 
serious institution, the sales convention, having 
been disposed of in last year’s widely-shown 
short 16mm sound film The Salesman, Informa- 
tion Productions, Inc., have turned out an 
equally enjoyable sequel on the too-familiar 
“inter-office memorandum.” 

Highlights of Memo to a Salesman, sponsored 
by FortTuNg, are provided in the pictorial re- 
view page opposite. This 10-minute sound film, 
also available in 16mm, has been shown at 
meetings sponsored by the magazine. The pic- 
tures speak for themselves and if the need 
arises for a slight deflationary touch to the forth- 
coming sales gathering, contact Information 
Productions, 5 East 57th Street, New York 
City 22 for details and terms on how the film 


can be obtained. Q 
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Picture Story: “MEMO TO A SALESMAN” 









































“Oliver (who has been out in his territory) can “Usually the subject is either too important to be Memo from the boss: “As you know, my wife 
quickly and easily catch up on all major policy conveyed except in writing, or too trivial to be Lucy is National Vice-Chairman of the ‘Preserve 
changes that have taken place during his conveyed except in writing.” Our Trees and Flowers’ Fund. | hope your con- 
absence.” tribution . . . will be larger than ever this year.” 




















“About this year’s bonus—as a result of the recent “The four new executive assistants will report to “In fact, | don’t think it's putting it too strongly 

board meeting held on the executive yacht, the me, but will also report to their immediate to say we've given the whole kettle of fish a new 

sales department bonus plan has been .. . superiors. In other words, they will act as liaison ~ perspective and that the competition will need a 

cancelled.” men between executive assistants, executive assist- . better can of worms than he’s ever had before 
ants’ superiors, their own superiors, and myself.” if he expects to hit the comeback trial.” 

















“It has space for every kind of information we “From now on | am personally going to check “In reference to the upcoming sales meeting, we've 
want, worked out under just 36 scientific headings expense accounts in each and every salesman’s always felt it was perfectly ok to get in a certain 
for each call.” case and with no exceptions.” amount/of fun and relaxation along with the 


serious business .. . 
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But this year we've really got to tote that barge. “Dear Oliver, with personal appreciation for all “This sales staff is spending too much time in the 
Please report at 7:30 each morning with breakfast you've done this year . . . you've been given a office with paper work. Let's spend more time 
already behind you.” new assignment and will be in full charge of selling, and less time on these memos. So get in 


territory between Mauch Chunk, Pa. and Nineveh there men. And selll”’ 
Junction, N. Y.” 





















Liberty previewers (| to r) were 
Joseph Rothberg (Dekko); Janet C. 
Ballou (Liberty); Jerry Ballentine 
(Dekko) and Robert A. Myer of 
Liberty Mutual (see story be low) 


Liberty Mutual Previews a 

New Safety Film for Children 

® At a recent Parker House lunch 
Mutual In 


provided 


eon in Boston, Liberty 
surance Company press, 
radio and ty. representatives with 
a preview of its new sound, color 
puppet film which teaches pedes 
trian safety habits to pre-school and 
early school age children. 

Peter and the Whiffle-lound, a 
10-minute film, was produced for 


Dekko 


Films of Boston. It recites the story 


the insurance company by 


Peter, and his 
Whiffle-Hound, 


who leads his master safely through 


of a young boy, 


unique dog, 1 he 
pedestrian hazards to a birthday 
party by flashing his eyes red when 
danger threatened and green when 
conditions are safe. 

The new film is based on the 
company’s Whiffle-Hound live stage 
show which was presented through- 


out Massachusetts, in South Caro- 


lina and Long Island and has ap 
television sta 
200.000 


peared on several 
More than 


children have seen this show. 


tions se hool 


At the preview luncheon, Robert 
A. Myers, Liberty 


tion manager, explained that the 


Mutual promo- 


film was made to give wider scope 
to the pedestrian safety presenta 
tion and animated marionettes were 
used because of their proven ap 
peal to children of ages towards 


which the film’s message is directed 
oo . * 
Pabst Brewing Co. Is Producing 
Documentary on Beer Business 
® Tue Parnst Brewinc COMPANY is 
do« umen 
A thirteen 
man crew from Perer Evcar Pro 


sponsoring a new color 


tary on the beer business 


DUCTIONS in New York is now doing 
location shooting at Pabst plants in 
Milwaukee, Peoria, Ne wark and Los 
Ange les 

The Pabst film has been planned 
for varied use—as an institutional 
picture for non-theatrical showings 


stations. 


a free-time feature for tv. 





THE BUSINESS SCREEN BOOKSHELF 


Film and the Director by Don 
Livingston. Published by The 
Macmillan Company, New York. 
$4.50. 


« * * 


* “The abilities of a good film di 
rector result from experiences and 
talents impossible to transmit. No 
book can teach a person to direct 
motion pictures; it can only explain 
basic principles and outline some of 


With these 


Don Livingston, an 


the problems.” words 
experienced 
professional director, begins, “Film 
and the Director.” 

De veloped in this modest, candid 
vein, the book is directed not only 
at the director-minded but all who 
would work with the director. Be 
cause the director unifies the work 


of the many specialists required lo 





Write 


* Kodachrome printing 


* 35mm filmstrips 






ART 


Just look at any print we have pro- 


cessed and you see a demonstration 


of Tri Art color exactness. 


NOW for complete 


* 35mm color positive release prints 


* 16mm Kodachrome enclarged to 35mm color 


their 
problems, this 
book becomes their book as well. 


make a film and because 


problems are his 


Although he speaks sparingly of 
art and much of mechanics, art is 
Livingston’s concern. He tentatively 
defines it as “creative work which 
influences the emotions.” To achieve 
this influence, it is his conviction, 
“live.” To weld the 


subordinate the tech 


ilms must 
crafts and 
niques that make a film is the di- 
rector’s task if he would make his 
art live. 

In primer fashion, with line il- 
lustrations matching floor diagrams 
and film frames, the techniques of 
joining scenes and transition by 
subject and camera movement are 
discussed. Other drawings, photo- 
complement 


graphs and_ charts 


information! 
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chapters on visual technique, cam- 
era abilities, problems in sound and 
the network of production detail. 

By fully defining the jobs, the 
equipment use and the terms and 
phrases which make up the lan- 
guage of film production, the au- 
thor provides the principles he has 
promised; by examples and qualifi- 
cation, he keeps the principles from 
becoming a formula—emphasizing 
always that feeling and experimen- 
tation are necessary to make the 
film come alive. 

There is no comfort here for the 
prize pupil who thinks mastering 
jargon is learning the trade. There 
is repeated caution for the tech- 
nique expert: “in balancing the 
crafts he should never allow the de- 
sire for mere technical perfection 
to mar the story, the actions, or the 
reality of the scene.” 

Mr. Livingston has directed more 
than 60 films. He supplies practical 
information on every phase of film 
production in a text applicable to 
both theatrical and nontheatrical 
enterprise. He keeps one eye cocked 
on economy and he tries to sepa- 
rate his facts and principles from 
his opinions. ig 

” * * 
Weirton Steel Tells the Story 
of Its Prize Film in New Booklet 
*Weirton Steel Company, whose 
film Weirton U.S.A. was a recent 
l'reedoms Foundation Award win- 
ner, has made up a 28-page book- 
let to describe the production of 
the movie by RKO Pathe. 

Weirton were so im- 
pressed by the film that they or- 
dered the booklet printed, showing 
how their firm was made. It is a 
comprehensive treatment of RKO 
Pathe’s operation, illustrated with 
pictures of Pathe executives and 
specialists at work. The bottom of 
each page is devoted to the narra- 
tion of the film. 


officials 


Business firms interested in the 
booklet may get them from Sidney 
Kramer, RKO Pathe, 625 Madison 
Avenue, New York 22. 

— * * 
Revised Labor Film Catalog 
Published by A.F.L. Bureau 
* A revised and enlarged edition of 
“Films for Labor,” a catalog of 
films and slidefilms on labor and 
related subjects, has been issued by 
the Workers Education Bureau of 
the American Federation of Labor. 

The new 44-page catalog con- 
tains a listing of over 100 films and 
slidefilms available through the bu- 
reau and other sources. It also in- 
cludes a description of a “film-a- 
month” plan and information on 
new posters designed to aid unions 


in publicizing their film showings. 





Bring your products to your prospects... 
WITH DRAMATIC IMPACT! 


with the first really perfected 3-D projector 


Compo Friese 


Stereo Projector 























For showing life-sized three dimension views of complete installations, heavy 
equipment or extensive lines at sales meetings, prospect's offices, conventions, 
| a training sessions...this new, truly practical stereo projector does a superb job! 
ys It shows three-dimension pictures in full color as big as life to one or one 
hundred people at the same time. No more need to take prospects out to the 
. job or the factory. No more expensive transporting of heavy products from 
city to city. No more selling from flat photographs or small 
: : ; ‘ pictures. The Compco Triad Stereo Projector has been tested 
The Compco-Triad is as simple to operate as any ordinary and adopted by leading companies. Check into this—and see 
projector because it has all these exclusive features: —_ how it fits into your selling plans. 


© Simplified “One Knob” Lens Control Two 500 W. Projection Lamps on TRIAD D IV., COMPCO CORPORATION 






elliuminated “Preview Panel” Separate Switches 2253 W. St. Paul Ave., Chicago 47, Ill. 
© Perfectly Matched Projection Lenses olandsome as Soe avatiette ' TRIAD DIV., Compco Corporation 1 
; F : @DUAL PURPOSE. INSTANTLY AVAIL- | 2253 W. St. Paul Ave., Chicago 47, III } 
Convenient Rear-Knob ocusmg ABLE FOR USE IN SHOWING : Without obligation send me prices and details on how the Compco-Tried 4 
 Lightweight—only 19 pounds CONVENTIONAL 2 x 2 SLIDES Stereo Projector stimulates selling : 
1 Name i 
For complete information on how you can stimulate your | Firm Nome ; 
P y y r ; 
selling with the Compco-Triad Stereo Projector... Mail | address ' 
Coupon Today! | City Zone State 
iced eaislites iid intcntinunhanchies citiech ne ccekdvahalian ds tanauunminek ieee a 
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“Seven Keys to Power” Takes 
Massey-Harris Products Abroad 
® Seven Keys to Power, a 25-min 
ute industrial color film for the 
Massey-Harrnis Company of Ra- 
cine, Wisconsin has been completed 
by Kuinc Srupios in Chicago. 
The new film is unique in that 
it is done in four languages: French, 
English 


sequen cs 


Spanish, Portuguese and 
Because of lip syne 
throughout the film, Seven Keys to 
Power became four separate motion 
pictures. Solution of the language 
problem was achieved by filming 
all lip syne sequences in each film 
with a rotating brace of actors, 
each proficient in a particular lan 
guage. 

Shot on location in Canada and 
the United States, Seven Keys to 
Power tells the story, by demonstra 
tion, of the seven models of Massey 
Harris tractors. 


Jack Fenimore directed the film 


Story of Delaware River Bridge 

Assigned to Kellman Productions 
* Louris W. KeLLMAN Propuctions, 
Philadelphia, has been assigned 
1 Bridge Is Born, a 


color sound documentary covering 


production of 


the construction of the new Dela 
ware River Bridge being built be 
tween the cities of Philadelphia and 
Gloucester, New Jersey 

To be filmed over a three year 
period, the production will be spon 
sored by the Delaware River Port 
Authority, sponsors of Short Cut to 
World Markets and another soon 
to-be production on the 
activities of the Port of Philadel 
phia. Direction will be by Paul 


W endkos 


released 


Note of Correction: Production 

Review Listing of National Video 
® In the 1954 Production Review 
Issue of Business SCREEN, two tele 
vision film series for which National 
of Wash 
ington, D. C. provided production 
listed under that 
productions and 


Video Productions, Inc., 


facilities were 
firm’s “recent 
sponsors.” Because of space limita- 
tions, the names of the actual pro 
ducers were omitted. 

The television films and their pro 
ducers are: The Drew Pearson Se- 
ries, produced by Milton Hammer 
for Motion Pictures for Television 
of New York City, and The Fulton 
Lewis, Jr. Series, directed and pro 
duced by George F. Johuston, Jr. 
of Washington Video Productions 


for William Dolph and Mr. Lewis. 


o4 


PICTURE PARADE 





Canadian Pacific Railway Shows 
New Picture on “Trail Riders”’ 

* The annual adventure of the Trail 
Riders of the Canadian Rockies, 
who gather each year at Banff to 
invade the high country nearby, has 
been filmed in a new Canadian Pa- 
cific l6mm color and sound film 
Riding High. 

The 18-minute film, produced by 
Davart Corp., Toronto, has been 
placed in all U.S. and Canadian film 
libraries maintained in Canadian 
Pacific general offices and is avail- 
able from agents on a free loan 


basis. 


Two McGraw-Hill Pix in Scripts 
* Dynamic Fits, Inc. 
pleted scripts on two 15-minute 
films for McGraw-Hill’s Text Film 


“California's 
Buried Treasure” 
for 


RICHFIELD 
Ol CORPORATION 


vy S 


has com- 


Business film 
producers for over a 
quarter-century 


Slide films ¢ Motion pictures « Films for TV 


Department. Corrolated with Con- 
sumer Living, a popular text con- 
cerned with orienting teen-agers 
into various concepts on 20th Cen- 
tury living, the two films relate to 
Leisure Time and Buymanship. 
Lee R. Bobker will direct; scripts 
are by Alan Stern. 


Georgian Bay Line Sponsors 
Film on Lakes Passenger Ship 
* The Magic Visitor, an 11-minute 
black and white film, has 
completed for 


been 
the Georgian Bay 
Line and is offered on free loan to 
groups. 

The film documents the arrival 
in Chicago of the S. S. North 
American, Great Lakes passenger 
ship. Scenes show locking, turning 















around with the help of a tugboat, 


a bridge opening, backing up the 
river, docking, 
sailing at twilight. 

Wheaton College ministerial stu- 


loading supplies, 


dents are shown as cabin boys. Don 
Harmony prepared the script and 
photographed the scenes from many 
vantage points over a period of six 
arrivals, 


Charles Flynn does the 


narrating. 

The Magic Visitor is available 
from Don Films, 228 E. Huron St., 
Chicago 11, Il. 

* * . 


Formation of Langlois Filmusic, Inc. 
Provides a Major Music Source 

* The music scoring 
facilities and all sound track of 
Firmusic Company and Lanc- 
Wortn Pustications, Inc. have 
been merged under the new name 
of LancLois Fitmusic, INc., with 
headquarters in the Warner Broth- 
ers Bldg., 619 West 54th Street, 
New York 19. 

The merger of two of the largest 
companies in the field of picture 
scoring makes available a service 
to film producers that provides the 
largest library of sound track in the 
world, produced specifically for tele- 
vision, theatrical, industrial and 
sound slidefilm use. 


combined 


Jack Shaindlin, formerly operator 
of Filmusic Company, has with- 
drawn from active participation in 
picture scoring from library track 
to devote himself to original scoring 
with “live” musicians. He has 
turned over all customer accounts 
and facilities to Langlois Filmusic, 
Inc. Mr. Shaindlin will continue to 
serve the new corporation in an 
advisory capacity for “live” picture 
scoring. 

C. O. (Cy) Lanexois, Jr., form- 
erly general manager of Lang- 
Worth Publications, Inc., is pres- 
ident of the new corporation. 

ANGELO Ross, formerly with Fil- 
music, is in charge of all produc- 
tion and editing of the new corpora- 
tion. The editing department also 
includes Frank Lewin, Robert Velaz- 
co and Paul Peterson. 

The Hollywood office, at 6060 
Sunset Boulevard, is supervised 
by Roberta Adye and maintains a 
full library of Langlois Filmusic 
sound track together with audition 
and editing facilities. 

In Canada, the company is repre- 
sented by S. W. Caldwell, Ltd., 447 
Jarvis Street, Toronto . 

Jumping off to a fast start, Lang- 
lois Filmusic furnished music scores 
for over five hundred film produc- 
tions, including business motion pic- 
tures, t.v. films and commercials 
and slidefilms during its first month 
of operation in January. 4 
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BUT THE NAME! 
The megeary -smith laboratories fac. of Washington, D. C. 


announce the adoption of a new name— 
CAPITAL FILM LABORATORIES, INC. 


We feel this name change is consistent with our 





policy of expansion... It clearly points out 
our convenient location in the NATION'S CAPITAL . . . and it defines 
an EXCELLENCE OF SERVICE that has always been our maxim. 


We invite you to write today for our new brochure that explains in detail 
the completeness of our services. 
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GE's cameras recorded th 


MONG THE MORE spectacular 
Aldous Huxley’s 
New World,” was a 
form of entertainment known as “the feelies.” 
The “feelies” 


ried 


innovations 
envisioned in novel, 
“Brave sensational 
were our present-day movies car 
further. 
The viewer not only saw and heard, but (through 


several steps and several senses 
the use of special paraphernalia attached to his 
seat) he also could taste, smell, and feel various 
elements of the 


story being projected on the 


screen. A character in the novel in describing a 
production titled, Love on a Bearskin Rug, re 
“It's wonderful, 


marked excitedly to a friend: 


you can feel every hair in the rug!” 


Anything Likely in This Eventful Era 


/ 


Fantastic / that if you like 


but in my 45 years:in the movie business I’ve 


You can call it 


seen so many “fantastic” ideas take factual shape 


that | refuse to scoff at anything. If someone 
instance, that 
lifetime I'd be able to go 


theatre and watch a full-color 


had told me 45 years ago, for 


within my into a 
three dimensional 
motion picture with stereophonic sound on a 
would have considered it a 


After 


that’s been made in the art of movie-making over 


éycloramic screen | 


very amusing story. seeing the progress 


the past half-century, I'm willing to believe any 
thing is possible, even the bearskin rug. 

The development of the motion picture over 
the past four or five decades is a fascinating 
subject. But | don’t intend to devote this article 
to the itself 


history of the art Volumes have 


; 
riticatior 


My 40 Years 
of Business Filmak 


by John W. Schwem 
Apparatus Sales Division, General Electric Company 


project. 


been filled on the subject by qualified historians. 
Instead, I'd like to reminisce a little in a field 
with familiar 

movies in industry, or even more specifically, 


which | am somewhat more 


movie making at the General Electric Company. 
Ad Films in 1888 


To most people, the advertising or public rela- 


Edison’s First 
tions film is thought of as a sort of by-product or 
outgrowth of the theatrical entertainment movie. 
The fact is, however that the American business 
man realized the value of the motion picture as 
an advertising medium long before it became a 
popular theatrical attraction. Some of the first 
pictures from Thomas Edison’s laboratory were 
produced for advertising purposes as early as 
1888, and since then nearly every major industry 
in the country has used the motion picture at one 
time or another as a means of communication. 

I had my first taste of celluloid back in 1907 
while assisting with the Dibble World of Tomor- 
row after school and evenings. I’ve been a con- 
firmed addict ever since. At that time the mov- 
ing picture had just taken its first flickering 
evolutionary step out of the peep-show era and 
the whole idea was still considered to be pretty 
much of a novelty. Movies were used in fact as 
theatre 
vaudeville shows. Nobody believed that the magic 


“chasers,” to clean out the between 
lantern would ever amount to much more than 
a curiosity. | was just as skeptical as anyone 
else. 


My first assignment after joining General Elec- 


The Serneen Satutesa Visual Pioneer 


* John W 


retire this 


position as 


ein nh 


Apparatus Advertising and 


Sales 
ment 


RB 
Orn in 


Y., July 


Schwem 


Ame rican 


Mr J hn W Si hwem cago ill 


Pioneer Industrial Film ker he 


Promotion 
at Schenectady, N.Y 
Amsterdam, N. 


attended 
dam public schools and the 
School at Chi 
While 
worked in 


Schwem will 
year 


Film 


a number of 


theaters and began his mo 


from his tion picture career in 1907. 


Fechni 
Electric’s 


General  Elec- 
Standardizing Lab- 
1908, he was 
transferred to the 
Publicity 


ment a year later because 


Joining 
tric’s 
oratory in 
Depart- com- 
pany’s Depart 
1889, Mr. 
Amster 


of his interest in slide and 
movie production and pro- 
jection. Since then he has 
served in many capacities 
a student, in G.E.’s visual education 


activities. 1” 


tric in 1909 was in the Standardizing Labora- 
tory. The company’s Photographic Section, how- 
ever, owned a Bausch & Lomb slide projector 
(which is still in good working order) and the 
demand for its use became so great that I was 
transferred to that department to handle it. To 
my surprise, they also had a 35mm Standard 
Master Model movie projector, and these facili- 
ties were the beginning of the company’s present 
Motion Picture Production Unit. 


Essanay Made First GE Film in 1909 


That same year a forward looking advertising 
executive in the Appliance Department of Gen- 
Motion 
Picture Company in Chicago to produce an ad- 
vertising motion picture to promote the sale of 
electrical appliances. 


eral Electric commissioned the Essanay 


It’s always dangerous to 
claim a first on anything; someone is bound to 
come up with something earlier. 

But I am sure that the production of this film 
in 1909 established G.E. at least as a pioneer in 
the industrial-sponsored film field. 

The picture, a one-reeler titled Every Hus- 
band’s Opportunity (the art of title writing was 
even less advanced than the art of movie making 
in 1909) was released that year. By present-day 
standards the picture was something less than 
an epic, but at the time of its release it was a 
comparatively well produced film. 

Unfortunately, 
Opportunity had 


however, Every Husband's 
limited distribution. 


Theater owners were disinclined to use it because 


very 


of the advertising content and the inconveniences 


of projection hindered dealers in showroom 
screenings. It was many years before the 16mm 
film and projector were introduced to solve the 


problems of non-theatrical showings. 
GE Began Film Production in 1912 


It was three years after the Essanay picture 
that we entered the production field ourselves. It 
undoubtedly would have happened anyway, but 
| enjoy thinking that it was all the result of an 
experiment carried on by Ed Jones and myself. 
Ed was head of the still photo unit then, and I 
was his chief cook and developing tray washer. 
Quite by accident one day in the spring of 1912 
we came across an old Williamson movie camera 
tucked away in the corner of a dark closet in the 
photo house. It was a single lens, hand-crank 
model which had been purchased several years 
previously for experimental purposes and then 
put aside for more importtant things. 

Ed and | thought it would be fun to find out 
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"The Benefactor''— 


another early GE film. 


how the thing worked, so we managed to get our 
hands on some film and spent our spare time 
during the following two weeks shooting moving 
pictures of every animate subject in the area, in- 
cluding each other. 

Shortly after our first prints were returned 
from Edison Labs where we had sent them for 
processing, C. E, Batheholts, then manager of the 
section, learned of our experiments and came 
over to have a look at the results. He was im- 
pressed with the possibilities, and decided to buy 
six open-are Bogue lights for indoor movie photo- 
graphy. We were in the movie business. 


Film Rail Electrification Project 


It was nearly a year later before an opportun- 
ity arose to put our new-found art to work. The 
sutte, Anaconda and Pacific Railroad was elec- 
trifying its entire line and the G-E Transporta- 
tion Division had the contract to supply the 
equipment. The event which took place early in 
1913 in Butte, Montana, was the subject of our 
first moving picture. 

We managed to convince the manager of the 
Transportation Division that a motion picture 
account of the installation of this equipment 
would make an excellent sales promotional tool 
and he agreed to foot the bill. We exposed about 
4000 feet of film on the job and sent it off to the 
lab for developing. Surprisingly enough, the re- 
sults were quite good; we had passed our first 
test with honors. However, we were shortly to 
learn that there was something more to this 
film production business than sighting through 


























a viewfinder and turning a crank. We were now 
faced with the problem of creating a finished 
motion yvicture story from 4000 feet of meaning- 
less pictures. Charlie Batheholts, Ed and | pro- 
claimed ourselves joint chiefs of a three-man 
editing-and-titling department and, with no small 
degree of apprehension, set oul to tame our 
celluloid monster. 

Theatres and Schools Welcome Picture 

Although the film was little more than a pic- 
torial record of the event in Butte, it turned out 
to be much more successful than we had hoped. 
There was virtually no direct advertising in its 
content and theatre owners, skeptical at first, ex- 
hibited the film willingly when they realized that 
their audiences were genuinely interested, 

There was also a demand for the picture from 
those colleges and universities throughout the 
country that had installed projection facilities 
and were eager for films that might be used for 
educational purposes. It was obvious that educa- 
tional pictures of this type presented an excel- 
lent public relations opportunity but we never 
guessed the proportions to which this concept was 
eventually to grow. 


From that encouraging beginning we began 





to spend more time with motion pictures, In 1914 
we turned out a couple of films of “trip-through- 
our-plant” variety, a little trite by this time per- 
haps, but at the time such a treatment was re- 
ceived with a great deal of enthusiasm. 

The first dealt with the manufacture of elec- 
tric motors in the company’s Lynn, Massachu 
setts, plant and the other took the form of a 
guided tour through the G-E 
Harrison, New Jersey. 


lamp factory in 


The following year we put a documentary to- 
gether on the building of the Panama Canal, us- 
ing footage supplied by the government from its 
official library and a few scenes of our own show- 
ing the operation of the lock controls which the 
company had built in Schenectady. This film, in- 
cidentally, is still in circulation. It was made 
in 1915 and it looks it, but schools are still asking 
for it because of its historical value. 

“Home Electrical” Promotes Appliances 

Another production of that general period was 
called Home Electrical. It leaned a little more 
toward the promotional side than any of ou 
previous productions but even at that it was 
pretty well received. We produced the film, under 
{( CONTINUED ON PAGE SIXTY-SEVEN ) 
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THE KINGS THE RAILS 
|_An Educational Motion Picture 
Depicting the Evolu\t 

Tran 
the Primitive Days 
to Our Present Time 


PRODUCED BY 
GENERAL ELECTRIC COMPANY | i 
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Apvision Associates, INC. 
797 North Main Street 
Akron 10, Ohio 
Phone BLackstone 3-1906 
Date of Organization: 1951 
OFFICERS AND DEPARTMENT HEADS 
J. Leonard Taylor, Pres. & Exec. Director 
Edgar S. Taylor, Vice Pres. & Acct. Executive 
Robert H. Imhoff, Secty. & Acct. Executive 
H. E. Rogler, Treasurer 
Services: Motion pictures, 
B&W and color ; 
syne sound, single and double system; strip 
slide films, B&W and color, silent or sound, in 
cluding 30/50 automatic; 


lo6mm & 35mm, 


sound, tape or film, including 


research and writing 
Facies: 16mm Bell & Howell, Bolex, Auri 
con; 35mm Arriflex. 

RECENT PRODUCTIONS AND SPONSORS 
Motion Pictures: Genii of the Flame (Surface 
Combustion Corp.) ; Gateway to Service (Wash 
ington Missionary College). 
Suipericms: Janitrol Progress; Balanced Cli 
Bendix Duo 
matic (Bendix Division, Aveo); Betty & Boh 
series of three (Standard Publishing Co.) 


mate (Surface Combustion Corp.) ; 





CALHOUN Srupios, INc. 
266 East 78th Street 

New York 21, New York 
Phone: Lehigh 5-2120 

OFFICERS AND DEPARTMENT HEADS 
Brian Calhoun, President 
William » Kent, Vice Pres } ree Producer 
Howard Kaiser, Vice Pres. Charge of Operations 
Larry Hoteaveg, Art Director 
William Hyer, Sales Manager 
Didi Ruber, Distribution Supervisor 


SERVICES: Completely equipped and staffed for 
research, production and distribution of indus 
trial, commercial, educational, training and en 
tertainment motion pictures, 55mm and Lomm 
Complete programs, slidefilms, sound recording 
and rerecording 
Facitities: Sound-proofed, air-conditioned stu 
dio, 35x70-feet with 25-foot ceiling. Full com 
plement of lights. Mitchell and Maurer cameras 
Feerless dolly, mike boom, tracks, large number 
of flats and props. Ampex and Magnasyne tape 
recorders, Maurer film recorder, Fairchild dis« 
recorder. Camera car and equipment for loca 
tion shooting. Recording studio with synchron 
ous projection. Projection theatre, carpentry 
shop, make up room, three cutting rooms, four 
dressing rooms, roofgarden. Full creative staff 
RECENT PRODUCTIONS AND SPONSORS 
Motion Picrunes: Fly, Fisherman, Fly (United 
Aircraft Corp.) ; Kkasy Automatic Washer (asy 
Washing Machine Corp.) ; What's New in Cook 
ing Minerals & Chemical 
Corp.) ; The Challenge Facing Coffee (National 
Coffee Assn.) ; Mister Dopey O’ Doodle (Crown 
Cork & Seal Co.); Hunting & Fishing series 
(World Outdoors, Inc.) ; Mirror Youth Program 
(New York Daily Mirror); H,O (New York 
State Dept.); Figure Fashioning with Buster 
Crabbe (TV series) 
TV Commerciats: for Raleigh Manufacturers 
Tea Council of America, Muscular Dystrophy 
Helena Rubenstein, Inc., Accent, 
Coty, Ine., Lexol Corp., Melrose Distillers 


J 


(International 


Associates, 


FIRST SUPPLEMENTARY LISTINGS 


The 1954 Fourth Annual 


Production Review 


of Business & TV Film Producers 


Hav ng complied witt minimum orereai 


tes ¢ ng Tac ties, sponsor and recent 
f F , 
films these companies have aqualitied tor 


1954 Production Review reference 





FrRink STupIos 
1414 Thornton Street 
Elkhart, Indiana 
Phone: 3-0274 
Date of Organization: 1951 
Maurice Frink, Jr., Owner 


Services: Slidefilms and motion pictures; color 
and black and white; TV commercials. 


Facitities: Sound stage, animation, 16mm cam- 
eras, double-system sound, magnetic and tape re- 


cording, screening, cutting. 

RECENT PRODUCTIONS AND SPONSORS 

Motion Picrures: Dodge-Timken Bearing 
(Dodge Mfg. Co.) : Power Brake ( Bendix Prod. 
Div., Bendix Corp.); Alka-Therm 
(O’Brien Paint Corp.); Operation 32 (South 
Bend Community Chest United Fund). 
StiperitMs: /s This Me? (Miles Laboratories, 
Ine.); ABC Power Brake Story (Bendix Prod. 
Div., Bendix Aviation Corp.). 
TV Commerciats: for Zephyr Gas, White Rose 
Gas, NROG (Nat'l Retail Organization of Gro- 
cers), Spartan Stores, Swanson Cookies, Gil- 
bert’s Clothing Store. 


Aviation 





HoLLAND-WEGMAN PRODUCTIONS 
233 North Street 
Buffalo 1, New York 
Phone: Elmwood 4600 
OFFICERS AND DEPARTMENT HEADS 
Sheldon C. Holland, Partner 
Edward J. Wegman, Partner 
James I. Allan, Editorial Chief 
Albion E. Ende, Art Director 
Robert E. Flynn, W riter-Director 
Nancy A. Getman, Production Coord. 
Services: Sales, sales promotion and _ instruc- 
medical, 
educational and scientific films; slidefilms; com- 


tional films for business and industry; 


mercials and programs for television. 
Factities: Sound stage, blimped studio cam- 
eras, 16mm magnetic and 14 inch magnetic lip- 
syne recorders, animation stand, art department, 
creative staff, music library, film vault. 
RECENT PRODUCTIONS AND SPONSORS 
Morion Picrures: Cel-O-Sorb, the Surgical 
Sponge (O-Cel-O Div. General Mills) ; Portable 
Grinding & Sanding; Abrasive Workshop; Cash 
in on Coated (Carborundum Co.); Modern 
Vedicine Looks at the Heart (Western New 
York Heart Assn.). 
Siwerims: The Bill White Story; 1954 Na- 
tional Sales Meeting (Carborundum Co.). 
'V Firms: for Cannon Mills, Coca-Cola, CBS 
Newsreel, Fedders Air Conditioners, General 
Electric, NBC Newsreel, National Gypsum Co., 
New York Telephone Co., Trico, Wildroot, ete. 


Mercury INTERNATIONAL Pictures, INc. 
6611 Santa Monica Boulevard 
Hollywood 38, California 
Phone: HOllywood 5-110] 

Date of Organization: 1948 
Brancu: 25] E. Grand Ave., Chicago 11, Illinois. 

Phone: DElaware 7-3934. (Tempo, Inc.) 

OFFICERS AND DEPARTMENT HEADS 
V. E. Ellsworth, President 
David L. Monahan, Vice President 
G. C. Cable, Secretary 
Robert W. Larsen, Production Head 


Gertrude Bennett, General Manager 


Services: Creation and production of motion 
pictures, TV commercials, and sound slidefilms 
for industry, public and civic relations; sales, 
sales training, product promotion, ete. Script 
to finished film, 16mm & 35mm color, b/w. 
Factmities: Studio, sound stage; 16mm and 
35mm Mitchells and l6mm Cine Special cam- 
eras; arc and incandescent illumination, grip, 
interior and exterior production; 16mm and 
45mm _ projection; projection and rehearsal 
rooms; scene design and set construction; art 
department; story boards, mockups, miniatures 
and special effects. Fully equipped cutting rooms, 
dressing and makeup rooms; adjoining mixing 
booth, commentators’ booth: 35mm sound re- 
cording. Still department. 

RECENT PRODUCTIONS AND SPONSORS 
Motion Pictures: The Extended Compass 
(Masonic Homes of California); Pattern for 
Progress (Hoffman Radio Corp.); By An Em- 
peror’s Quill (Western Beet Sugar Producers) ; 
Climate as You Like It (Insulation Board Insti- 
tute); Arosa Ski Holiday (Henke Ski Boots— 
Specialty Importers, Inc.) ; Meet John Gardner 
(Rose Hills Memorial Park Assn.). 

SOUND SLIDEFILMS: 4 sales subjects for Hoffman 
Radio Corp. 
TeLevision Firms: Tim McCoy Show series. 





—CANADA— 
— . * 

Rapw Griv & Barren, Lp. 
Motion Picture Division 
1640 The Queensway 
Toronto, Ontario, Canada 
Phone CLifford 1-5291-2 


Date of Organization: 1953 
OFFICERS AND DEPARTMENT HEADS 
R. A. Batten, President 
J. H. Batten, Vice President 
F. E. O'Byrne, Manager 
G. A. Batten, Office Manager 
A. Cullimore, Production Supervisor 
Joe Grimaldi, Sound Dept. 
C. Slagter, Camera Dept. Head 
B. Hausler, Laboratory Supt. 
Services: Complete facilities for 35mm and 
16mm _ productions. 
Faciuities: 16mm color and black and white 
printing and processing. Complete editing 35mm 
and 16mm, Western Electric recording, Stancil- 
Hoffman magnetic recording facilities. 
RECENT PRODUCTIONS AND SPONSORS 
Motion Pictures: Wraps Off English version; 
L’Autre Cloak French version (Imperial Oil 
Ltd.) ; Trinidad; Barbados (Trans- 
Canada Airlines) ; The Canada Cup Golf Tourn- 
ament (Rapid Grip & Batten, Ltd.) 


N assau ; 
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New PROFESSIONAL JUNIOR 
Adjustable wood BABY TRIPOD 
—for Prof. Jr. friction 


and geared heads 


4 


Has substantial shoe and spur 





FAMOUS 














‘controlled 
ra is Measures from floor to flange 
action 
25” extended —17” 
SMALL GYRO 


TRIPOD collapsed. $75 





Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 
lémm Maurer, B & H Eyemo $ 

600 





and similar cameras. 





ELECTRIC 
FOOTAGE TIMER 


Dual model for both lémm 
and 35mm. Large white num- 
erals on black background. Accu- 
rate reset dial. Switch controlled 
by operator, who selects either 
lémm operating at 36 feet per 
$450 minute—or 35mm operating at 

90 feet per minute . . . or both 
in synchronization. $95 


STOP MOTION MOTOR 
FOR CINE KODAK SPECIAL 


Runs forward or reverse, 110 
AC synchronous motor with frame 
counter. May be run continuously 
or for single frames. Camera 
mounts without special tools. 


Also available — Stop Motion 
Motors for 16mm—35mm 8B & H, 
Mitchell and other professional Single model, either 16mm or 
cameras, 35mm $45 





THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


TV. aud, Motion Pictine Studios 


PACKAGED LIGHTING WITH ¥ m4. | 
COLOR-TRAN - 


— studio lighting in a suitcase ; 








Imagine being able to use two 5000 watt units 
on a 30 amp. fuse — COLOR-TRAN will do it! 
Kit contains 2 light heads, 2 Superior stands and 
proper size COLOR-TRAN converter to match. 
Packed in compact case. 


Write for COLOR-TRAN Catalogue. 


Presto-splicer 
GIVES PERMANENT SPLICE 
IN 10 SECONDS! 





Especially good for splicing magnetic 
film. Butt Weld type for non-perforated 
or perforated film. lémm, 35mm or 


70mm. $547.80 


lémm or 35mm models— 


ZN 





for perforated film. 








| 





Senior Kit 


$237.50 


Other style 
kits available, 





GRISWOLD 
HOT FILM SPLICER 


Model R-2 for 35mm silent and sound 
film. Precision construction makes it easy 
fo get a clean, square splice with accur- 


ate hole spacing. Nothing to get out of 
order. $65 


Also Bell & Howell 8mm, témm and 


35mm Hot Splicers and 8 & H Labora- 


tory model Foot Splicer. 













*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 
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CG Amena CQuipment ©. 
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FOR 
BRIGHTEST 


SCREENINGS 


Sy!veni 


LIGHT 


iver 


OF YOUR 
MOVIES 
OR SLIDES 


Use Sylvania Projection Lamps 
“The Projection Lamp with the Shock Absorber” 


ft 


“<> 


— 
= =* 


"P 
<A ( 
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ATT Ton 


Fut 


Whether you're selling a product or 
training personnel, bright, life-like 
screenings of your movies—or color 
slides—are essential to put your story 
And Sylvania Pro- 
jection Lamps give you the sharpest, 
brightest pictures 

They do that their fila 
ments are scientifically-coiled to give 
a more solid mass of light. Special 
protect the longer 
filaments on the larger lamps from 
vibration, to assure longer 
life of your lamps. For brighter light 
life, always use Sylvania 
Projection Lamps. Try them today 


e 
oot 
lohts 
(he nation! 


MOTION PICTURE STUDIO 
THEATRICAL e DISPLAY 
Rental Equipment 


across effectively 


because 


shock -absorbers 


@ Electric Products inc.,, 1740 Broadway, 


ING + RADIO - ELECTRONICS + TELEVISION 


In Conada, Sylver 


projector 


longer 


» Electr 


y Tower Bidg., St. Catheris 


W herever 


need 


you are whatever you 
in the way of unusual, spe 


Jack Frost! 


lighting, 


lized lighting, call on 


For movie-making, stage 


exhibits, conventions for an) 
location requiring exceptional light 
naz, Jack I 


with an 


rost is ready to serve you 
unequalled national service 
and 


1“ complete installation 


| wherever you are 


full informa 
' rental service 
JACK A. FROST, DEPT. B 
234 PIQUETTE AVE 
Detroit 2, Michigan 


OR CALL DETROIT, TRinity 3-8030 


L\YOU@ 
WIS WA 


NE 


Camera Equipment Company Offers 
Folding Dolly for Travel Ease 
A 


dolly is 


three-wheel 
CAMERA 
New York. 


requests 


new collapsible 
announced by 
EourpMENT COMPANY, 
Designed in response to 
from cameramen who wanted a dolly 
that is easily transportable for field 
this model folds 


into the compact size of 18” x 12” x 


and location jobs, 
16” and fits into a handy carrying 
case. Assembled, it 
wide by 46” 

The dolly 
wheel in the 


Write 


measures 45” 
long. 

is equipped with a 
rear for easy 


full details. 
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Du Pont High-Speed Films 

Under Wollensak Co. Label 
¢ Two Di 
films, perforated for high speed use. 
offered through WoLLEN- 
SAK OPTICAI of Roches 
ter, N.Y... Wollensak labels, 


the two firms announced recently. 


steering. 


for 


Pont motion picture 
are to be 
COMPANY 


under 


High speed motion picture cam 
eras require specially perforated 


The Wollensak Company man 
ufactures “I 


film. 
‘astax” high-speed mo- 
Standard 


pictures 


tion picture cameras. 
shoot 24 
stax” 


16.000 


movie cameras 


per second; “Fa cameras shoot 


from 150 to pictures per 
second. 

The two films involved are the Du 
Pont “Superior” 3, type 927 
High Speed Rapid Reversal, 
931, both fast 
used in and tv. 


They 


tax” 


and 
type 
widely 
work. 
“*Fas- 


very films 
newsreel 
will be sold under the 
label. 
“Superior” 3 
daylight, 


in 35mm 


(125 
LOO tungsten) will be sold 
High Speed 
125 


negative film 
only. 
Rapid Reversal (160 daylight, 
tungsten ) stock 
daylight, 64 tungsten) will be 
able in 35 and 16mm sizes. 
Joun H. Wappett, 
the “Fastax” 


size 
and negative 


avail 


manager of 
will have 
Du Pont 
and High 


Division, 
of the 


Superior 3 


charge of the sale 


film. Sales of * 


The New Victor 
Simplified !6mm 


threading 


PRODUCTS 


Speed Rapid Reversal film man- 
ufactured for use in standard speed 
cameras still will 
Du Pont Photo 
films are 


motion picture 
be handled by the 
Products Dept. The 
ed for use in standard cameras for 


suit- 


the photographic analysis of mo- 


tion and instrumentation as well as 
for high-speed motion picture 
photography. 


a * © 


Simplified 16mm Sound Projector 
Designed by Victor Animatograph 


* A new Victor 16mm Sound Pro- 
jector was announced by Sam G. 
Rose, president of Vicror ANIMA- 
TOGRAPH CORPORATION at a _ na- 
distributors — sales 
Highlighting a 
plicity is a 3-spot threading system. 


tional meeting 


recently. new sim- 


The film is placed over the sound 


drum, through the film gate, and 


onto a single sprocket 
softly illum- 
inated finger-tip control panel. 


safety film trips at the 


Featured also is a 
Three-spot 
sprocket, upper loop, and lower loop 
ire designed to prevent film dam.- 
age. 
Other 
Victor 
reservoir 


characteristics of the new 


include: lubricating oil 
tem, for controlled lubri- 
cation; air-conditioned lamp enclo- 
sure; Hi-Lite Optical System with 
a Mark II Shutter; 


film shoes of stainless steel 


compensating 
which 
automatically adjust to varying film 
thicknesses and splices; sapphire- 
tipped pawls; air-conditioned film 
eate; a flat field lens for sharp-to- 
the corner clarity. 

forest 
Victor is 
The 


are 


Fashioned in plas- 
tic fabric, the 


with satin chrome. 


green 
trimmed 
new styling 
and engineering incorporated 
Classmate 4 for 
Assembly 10 
medium-sized audiences; Sovereign 


A free fold- 


er on these models may be obtained 


in three models: 


small audiences; for 
25 for large audiences. 


from the manufacturer, Davenport, 


lowa. 
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Transparency Illuminator 10 x 10 

Announced by Eastman Kodak Co. 
* A new Kodak Transparency II- 
luminator 10 x 10, which features 
rigid spectral and luminance char- 
acteristics, has been announced by 
the EastMAN Kopak CoMPaANy. 


acteristics in the illuminator have 


company states, to achieve proper 








audio-visual 
dealers by Potacoat INcCoRPO- 


ducers and industrial 


The new viewers are made with 
the Polacoat process, invented by 
Joun F. Dreyer, president of the 
firm. The viewers are said to be an 
improvement in polarizers in the 
way the light rays from wide angles 
are fully polarized. Polacoat-Polar- 
ized Vuers are the only viewers 
which do not change picture color 
value, it is claimed. 


Kodak Transparency Illuminator 


The low cost paper-frame viewers 
are supplied with a special Vuer- 
Keeper envelope for 22 cents and 


a deluxe Permanent Vuer with 


Both color and brightness char- 
been held to firm standards, the 


color 





balance for viewing color 


Lransparencies, 


Polacoat's Permanent Vuers 


The new illuminator is made of 
deep drawn, high impact, Styron shatterproof glass lenses and modern 
Plastic sheet with white transulcent styled metallic color frames are sup- 
Plexiglass and a special blue glass plied for $3.95. A plastic carrying 
filter for proper color correction. case is supplied with this model 
It can be used for viewing all size for 25 cents. 
color transparencies up to and in- The 


; :, firm also manufactures the 
cluding 8 x 10 inches. It is de- 


new polarized Daytime Screen, 


signed to accommodate a standard available in cut-to-order sizes up to 
60-watt tungsten lamp. 

With plug, 
ready for immediate use on 110- 
220 volt AC or DC, the Kodak 
Transparency Illuminator 10 x 10 
will be priced at $14.50 list. 

+ + + 
3-D Color Values Preserved by 
Stereo Vuers, Manufacturer Says 


24” x 36”. Easy to install in a dis- 
six-foot cord and play or advertising projector, the 
screen is 4” thick and is of the 
dark screen type. 

The polarizing coating enables 
the screen to absorb the disturbing 
front light that normally 
out” the contrast of the picture pro- 


“washes 


jected under daylight conditions. 


* Polacoat-Polarized Stereo Vuers Control of the picture contrast is 
for viewing stereo projection have obtained by rear projection, when 


been announced to industrial pro- there is ambient front light. 







35mm 
Model 11 


A TRULY GREAT 
CAMERA for TV, 


Newsreel and 
commercial films 


For tough and trying assignments, ARRIFLEX 35 is 
in a class by itself. Reflex focusing through photo- 
graphing lens while camera is operating—this is 
just one outstanding ARRIFLEX feature. 





Equipped with bright, right-side-up image finder, 
61 x magnification. Solves all parallax problems. 
3 tens turret. Variable speed motor built into 
handle operates from lightweight battery. Tachom- 
eter registering from 0 to 50 frames per second. 
Compact, lightweight for either tripod or hand-held 
filming. Takes 200’ or 400° magazine. 


Gus €Quiemem ©. 


Write for free folder. 
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FILM STORAGE CABINET 
ALL STEEL 


F 


MM.-1I9 
A practical stor- 
age cabinet for 
the varied film 
library Holds 
400, 800, 1200, 
1600 ft. reels; 
100 filmstrip 
cans plus util- 
ity drawer in 
base. Overall 
size: 30” wide, 
70” high, 16” 
deep. Over 80 
models to 
choose from 


RK.250 
ideal for School Flim 
Libraries. Seven tiers 
of Separator Racks hold 
750-400 feet |émm reels 
Many models to choose 
from 


FOR COMPLETE FILM 
EQUIPMENT SEND 
FOR FREE CATALOG 


Nowmade 


PRODUCTS CORPORATION 
330 West 42nd Street New York 18, N. Y. 














6) 


 -aemtegen of the new 35mm 


Eastman negative-positive color 
process brought with it the problem 


effects, 


most productions are 


of optical without which 
incomplete. 
Not until the subsequent develop 
ment of the technique of making 
panchromatic separations and in 
ternegatives, could conventional op- 
tical effects be successfully under 
taken 

These optical effects are made on 
Kastman Internegative film from 


separation positives. The optical 
internegative is then cut into the 
edited 


which release prints are made. The 


original negative, from 
problems encountered in this separ 
ation-internegative system are many, 
but if sufficient taken 
throughout the entire process, re 


pains are 


sults are quite satisfactory. 


Quality Degradation Noted 


There are, however, some dis 
advantages in this optical process, 
which must be recognized at the 
outset. The greatest of these is the 
apparent quality degradation which 
the optical scenes suffer in com 
parison to other scenes printed from 
original negatives 

Another disadvantage is the rel 
atively high cost of optical effects, 
which is a large factor when only 
a few prints are to be made, usually 
insufficient in number to amortize 
the cost of the opticals. 

Third in order of disadvantages 
is the problem of time required to 
make these optical effects in inter 
negative, and then to cut that op 
tical internegative into the edited 
thereafter 


obtain a well balanced answer print 


original negative and 


Work Out Alternate Method 


To overcome these three mayor 
difliculties, that is, to improve qual 
ity, to reduce cost, and to shorten 
time required, we have worked out 
an alternate method of making op 
tical effects in every print, without 
resorting to separation positives or 
internegatives 

In this method, the original nega 
matched to the 
work print, is spliced in two rolls, 
called A and B rolls. Mask rolls 
are then made up and synchronized 
to the edited A and B rolls 


In each reel, effects such as wipes, 


tive, after being 


dissolves, fades, etc. can be made 


lo occur as frequently as desired, 
and can be of various lengths and 
types 

In the 


masks are printe d with the negatives 


printing operation, the 


to which they have been conformed, 
first the A roll with the A mask, 
then the B roll with the B mask. 
Titles, 


super-imposures, montages 


Making Optical Effects in 35mm Eastman Negative- 
Positive Color Films Using Only Original Negative 


by Paul Kaufman, Vice-President, Tri Art Color Corporation 


and numerous other effects can be 
incorporated in any production in 


similar manner. 


Three Advantages Are Cited 

Experience with this method has 
indicated the following distinct ad- 
vantages over the so-called conven- 
tional method of making optical ef. 
lects: 

|. Photographic quality of the 
cenes involved in the effects is 
equal in every respect to the quality 
of the rest of the picture, since 
original negatives are used exclu- 
sively. 

2. The time required to get the 
negative matched and into the lab 
oratory for an answer print is con- 
siderably reduced. 

4. Changes in effects, involving 
type, speed, design or length of ef- 


fect can be accomplished with ease, 
even after viewing the answer print, 
without altering or disturbing the 
negative in any way. 

If 16mm reversal prints are re- 
quired, a low contrast 35mm color 
print can be made by the above 
described method. Since all the ef- 
fects are incorporated into this 
35mm print, it is a relatively simple 
matter to make l6mm_ reduction 
prints of high quality on Koda- 
chrome or other reversal material. 


For Few or Many Prints 


In spite of the fact that one of 
the advantages of this method is 
its adaptability to low print require- 
ment, superiority of print quality 
over any other method makes it at- 
tractive for any number of prints. 
The slight increase in print cost, 








“YES...BUT... 
HOW MUCH?” 


DOES THAT QUESTION THROW 
YOUR SALESMEN FOR A LOOP? 


IS PRICE OBJECTION THEIR FAVOR.- 
ITE ALIBI FOR LOST SALES? 


“PRIDE IN PRICE” 


“Pride in Price” is only one of the eight 
outstanding sound slidefilm subjects in our 
AGGRESSIVE SELLING program . . . a pro- 
gram designed specifically to aid manage- 
ment in developing the attitudes and tech- 
niques that salesmen must have to succeed 
in today’s competitive market. 
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due to the double printing operation 
is more than compensated for by the 
main- 
tained. The cost of making up the 
traveling masks is more than off- 


high standard of quality 


set by the savings incurred in avoid- 
ing the expense of pan separations, 
internegatives and optical charges. 

Was An Emergency Measure 

Finally, the quality of the optical 
effects themselves, from the stand- 
point of smoothness of operation, 
and general overall professional ap- 
pearance, leaves nothing to be de- 
sired. This method, was inaugurated 
primarily as an emergency measure, 
lo provide optical effects in a pro- 
duction for which sufficient time 
was not available for conventional 
optical internegative. Now it has 
developed into an important factor, 
having been adopted by many pro- 
ducers for the reasons outlined 
above. 

It should be understood that the 
purpose of this article is not to dis- 
courage the use of the separation- 
internegative method of making op- 
tical effects, but to report to the 
producer an alternate method to 
meet a current and specific need. & 


CANDID SALESMAN: 
( CONTINUED FROM PAGE FIFTY ) 
in jewelry shops, cigar stores, drug 
stores—in actual real life locations, 
that is—saying in their own words, 
why Ronson was the best. 

This the Candid Camera film did, 
besides demonstrating such other 
facts, as the value of selling Ronson 
accessories, and “trading-up.” 

Now, as to the actual operation 
of a Candid Camera sales-training 
project, this is how it works: 

Allen Funt and his production 
staff work with the manufacturer to 
determine the target for a single 
film. Then, with close collaboration 
with the manufacturer, the Candid 
Camera sets abount attaining its 
goal, point by point, until the film 
is completed. 

Funt guarantees that in every 
single case the entire film is Com- 
pletely Candid. Every customer who 
appears in the film is absolutely un- 
aware that he is being filmed and 
recorded. 

Every single person who is photo- 
graphed, whether or not he eventu- 
ally appears in one of the films, is 
paid approximately ten dollars, and 
gives a signed release which covers 
every possible use of that film. All 
of the storekeepers whose premises 
are used also sign a release and are 
paid approximately twenty-five dol- 
lars a day. 

The Candid Camera is a mobile 
operation which can travel around 
the country when necessary. Ge 
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The Use of Films 
for Job Description: 


(CONTINUED FROM PAGE FOURTEEN ) 


related field in which 
relatively little use has been made 
of films is the task of job descrip- 
tion. 


somewhat 


People who are concerned with 
the selection and training of person- 
nel, with environmental conditions 
of work, with physical requirements 
of workers, with safety planning, 
with job classification, and with the 
provision of tools and supplies, re- 
accurate and detailed 
knowledge of a job and the relation- 
ship of the worker to it. This kind 
of information is customarily col- 


quire an 


lected by the personal observations 
of job analysts who record data on 
printed forms. 


Words Alone Are Not Enough 


Both the users of the job descrip- 
tion data, and the analysts them- 
selves have felt that purely verbal 
methods of recording and communi- 
relevant leaves 


cating information 


much to be desired in many in- 
stances, and the question has arisen 
as to whether the sound motion pic- 
ture might not be used to record, 
and present to users, those aspects of 
job description which are not 
adequately handled at present by 
purely verbal means. 

The film has the ability to record 
faithfully, both in picture and sound, 
many of the aspects of a job situ- 


ation, and it would seem that if the 
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camera could be used conveniently 
and cheaply, it might make a valu- 
able addition to the methods of job 
description. In addition to being 
useful for job description it was 
thought that such record films might 
also, with minor modification, be 
suitable for use as training film loops 
and as proficiency test instruments. 

During the past year, at the re- 
quest of the Bureau of Naval Per- 
sonnel, the Instructional Film Re- 
search Program has been develop- 
ing and testing methods of using the 
film for this purpose, and in so doing 
it has placed emphasis on (1) de- 


flexible film 


methods adaptable to a variety of 


veloping production 
purposes, and (2) developing low 
cost methods, to the extent that these 
are consistent with the results 
desired. 

Among the methods which were 
tried out for filmically recording job 


data, were the following: 
Method 1—Memo-Motion 

Photography 

* Memo-motion photography is a 

special variety of time-lapse photo- 

graphy in which photographs are 

taken at a 

second. This means that job activi- 


rate of one frame per 


ties lasting more than an hour can 
100 feet of 16mm 
film, resulting in considerable econ- 


he recorded on 


omy of film, and storage space. Such 
a film record is designed primarily 
for study one frame at a time so 
that a rather detailed descriptive 
analysis of a job can be made. 
While very 
useful technique for extensive cover- 
age of a job, it suffers from the 
disadvantage that if the film is pro- 
jected at 24 or even 16 frames per 


memo-motion is a 


second the action generally occurs 
too quickly to be meaningful. This 
precludes the use of a sound track 
on the film. 

Camera Setup Is Described 

The equipment used for memo- 
motion recording was a Cine-Kodak 
Special 16mm Camera equipped 
with a synchronous electric motor 
which drives the camera through a 
geneva movement at the rate of one 
frame per second. Closing the cam- 
era shutter to the 14 or 14 opening 
gives exposures of 1/25 or 1/50 of 
a second which are adequate to 
“freeze” most human movements. 

Lighting consisted of eight PAR 
reflector 


« 


38 internal lamps con- 
structed of pyrex glass and operated 
through “Color Tran” lighting trans- 
formers. These transformers boost 
the voltage, thereby increasing the 
light output with some shortening of 
the life of the lamp. 

A projector with remote control 
and a daylight rear projection box 
(CONTINUED ON FOLLOWING PAGE) 
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With the POLACOAT SCREEN, we find 35MM 2x2 
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be seen clearly angle. Our first models, 
using an acetate translucent screen, had use limita- 
which the POLACOAT DAYTIME SCREEN 


corrected.” 
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The Use of Films 
for Job Description: 


(CONTINUED FROM PRECEDING PAGE) 


were used for viewing and analyzing 


the “memo-motion” films. 


Method 2—-Photography at 8 

frames per second—Sound re- 

corded and reproduced at 16 
frames per second 


* In order to conserve film and at 
the same time make possible a useful 
movements involved in 
film recordings 


performing a job, 


were made at 8 frames a second. 
When projected at 16 frames a sec- 
though twice as 


ond, the movement. 


fast as normal, is often satisfactorily 
recorded for many kinds of observa- 
tions to be made from the films. 
Projection at 16 frames per second 
permits the recording and reproduc- 
a sound track on magneti- 
with 
which is quite satisfactory for repro- 


tion of 


cally striped film, a quality 


ducing speech. 


Noted 
In this method the worker is asked 


Testing Procedure 


| to go through the job under study 


as he normally performs it, and to 


describe what he is doing. The 
filmed at 8 frames 
(with the Cine-Kodak 


Special Camera). After processing 


action is then 


per second 
worker 


and magnetic striping, the 


is shown the film several times, and 
then his description of critical as- 
pects of the work is recorded on the 
film which is run at 16 frames pet 
second. A Bell and Howell Mag- 
netic Recording Projector was used 
for this purpose. 


A film made 


ond can contain much valuable data 


at 8 frames per sec 


relatively 
How : 


since the motions of the worker 


about a job, and it is 
cheap and simple to produce. 
ever, 
are speeded up when the film is 
projected, this type of job record 
may have disadvantages for certain 


purposes. 
Method 3—-Photography at 16 
frames per second. Sound 
at 16 frames per second. 
method 
just described is to make the 


* A minor variation on the 
film 
record at 16 frames per second and 


to record and reproduce the sound 


THE BIGGEST OF 


Daylight projection box and projec- 
- used for analysis of film record 
of job performance. 


on magnetically striped film also at 
16 frames per second. 

This method 
tages over the normal procedure of 
making sound films at 24 frames per 


has several advan- 


second: (1) There is an appreciable 


If an elec- 


tric drive motor is not available for 


saving of film costs, (2) 


the camera, a considerably longer 
run can be obtained from the spring 
motor of the Cine-Kodak Special 


Camera. 


Method 4—Photography at 24 
frames per second. Sound 
recording at 24 frames 
per second 
* It is obviously possible by using 
a camera and a tape recorder each 
driven by synchronous motors to 
record picture and sound synchron- 
usual way when this is 
this 


presents problems of re-recording 


ously in the 


necessary. However, method 


and matching picture and sound, 
and its use was abandoned for job 
favor of the 


simpler single-system sound record- 


analysis purposes in 
ing camera. 


The Auricon Pro 16mm sound 
camera was used, and our experience 
has shown that with very little train- 
ing, intelligent individuals can oper- 
ate both the camera, and sound con- 


trols, and obtain acceptable results. 
The use of such a camera makes pos- 
sible the 


are indigenous to the job, 


recording of sounds whic h 
as well 
worker or 


as the comments of the 


job analyst. Suspending the micro- 
phone around the neck of the worker 
eliminates the 


need for a “hoom”, 


and simplifies the sound recording 


motion 
PICTURE 


ITS KIND 
than 1000 
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job. Single-perforated 16mm film is 
used, and this is developed to a 
negative, and printed in the usual 
way. 

It has been found practical to 
magnetically stripe such a sound film 
with a half width stripe thus per- 
mitting two sound tracks on the same 
print—one optical and one magnetic. 
This opens up considerable possibili- 
ties for adapting the same visual 
material to two purposes: for in- 
stance, as a job record, and for 
training or testing operatives. 


Method 5—Slow Motion 

Photography 
* One of the areas where the written 
record is least adequate, and the 
camera is most capable as a record- 
ing instrument is in the observation 
of work situations where complex 
activity occurs at a rapid speed. In 
such situations slow motion film rec- 
ords made at 48 or 64 frames per 
second have proved very revealing. 
The Cine Kodak Special Camera has 
proved satisfactory for this purpose 
also. 


Method 6—Simplified Lighting 


* As was mentioned previously 
eight portable lighting units were 
used for most of this work. How- 
ever, in an effort to simplify pro- 
cedures still further, some job 
recording was done using four in- 
ternal reflector photo-floods mounted 
on the camera. A simple attach- 
ment is available which consists of 
two flexible arms, such as are used 
in “goose-neck” reading lamps, 
mounted on a bracket. Each arm 
carries two lamp sockets, and the 
bracket at the bottom carries a four- 
position switch. This arrangement 
permits the lamps to be operated 
either in parallel, in series, or two 
on and two off. The camera mounts 
on the bracket, which can be hand- 
held or tripod mounted. 

Such a lighting unit is as simple 
to operate as a photo flash attach- 
ment. A guide number is worked 
out for the particular kind of lamps 
and film in use, and exposure is 
simply and quickly calculated by 
dividing the distance from lamps to 





subject into the guide number. Such 
a simple lighting unit, though con- 
sidered non-professional, does pro- 
vide adequate lighting for many sub- 
jects, where the areas to be filmed do 
not exceed about 12’ x 8’, and where 
considerable depth of field is not 
involved. 


General Comments 


* The exploratory work of the In- 
structional Film Research Program 
in the field of recording job infor- 
mation would suggest that the 
camera is a very flexible tool, which 
could be used by job analysts, with 
a relatively short training in film 
techniques. 

Film records appear to have ad- 
vantages over written reports for 
use in describing job situations for 
analysis, and for communicating in- 
formation about jobs to other people, 
particularly where the jobs involve 
team work or complex interactions 
between people. Such film records 
may also be valuable as instruction- 
al materials in the form of film loops, 
and as proficiency testing materials 
in training courses. 


SUMMARY 

In this paper we have tried to 
suggest some additional uses for the 
sound motion picture in industry. 
Many of the film techniques we have 
described are perhaps not new, but 
the applications which we have dis- 
cussed may open up some new uses 
for films in industrial training, per- 
sonnel selection, and job descrip- 


tion. wg 
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Hub Distributors Will Handle 
New England Sales for Ampro 


* Appointment of Hus Distrisu- 
rors, Inc., 594 Commonwealth 
Ave., Boston, as New England dis- 
tributor for the AMpro Corpora- 
TION, Chicago manufacturer of tape 
recorders and motion picture pro- 
jectors recently was announced by 
Howarp Marx, Ampro vice presi- 
dent and general sales manager. 
Initial sales and promotion plans 
were outlined in a day-long meet- 
ing with Hub executives at Ampro’s 
eastern headquarters in New York. 
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FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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All the world WAS a stage... 


... until we built our own, and 


it’s much quieter than the world. 


Our new modern studio, including 
sound stage in Detroit, and the latest cutting and 
projection rooms, was “designed and built” with 


. QUALITY throughout. 


YOU IN MIND .. 


So... will your film program be “designed and 
built,” from the development of the original idea, 
to the completion of the final product 


SHOWMANSHIP, guided by years of experience, 


and YOU IN MIND. 


Tulsa 3-4334 


FILM PRODUCTIONS 


Detroit 3, Michigan 


the largest 


with 











TIGHT WIND 


@ SYNCHRONIZERS 
@ FILM RACKS 
@ FILM BINS 


946 SEWARD STREET . HOLLYWOOD 


HOllywood 9-1657 


HOllywoed 4-719! 






HottywoooF itm [ompany 


Distributors and Manufacturers of Professional Motion Picture Equipment 


W358 0 168 
EDITING EQUIPMENT 


@ SOUND READERS 


MULTI-PURPOSE 
REWIND 


@ ROBOT Ii AUTOMATIC SPLICER 
@ CUTTER’S GLOVES 
@ EDITING TABLES 
@ REELS — CANS — FLANGES 


Write for free catalogue and price list 


CALIFORNIA 





Tele-Q Cueing System Now 
Available for Business Use 


* Teve-O 


nounced that its cueing system will 


CORPORATION has an- 
now he made available for public 
speakers, business conventions, club 
meetings, etc, 

According to JoserH KORNFELD 
Tele-Q sales manager, business men 
speaking as individuals before large 
groups or participating in forum dis- 
cussions can present talks and com 
ments in a way that appears to be 
ad lib or as though remarks have 
been committed to memory. A com 
Tele-O 


with its giant-size type can easily 


pact piece of equipment, 
be read from a distance of many 
feet. Simultaneously, a battery of 
as many as a dozen viewers can be 
operated from an unseen control 
unit synchronized to the speed of 
the speech of an _ individual or 
group. 

Further information on the device 
may be obtained from Tele-Q Corp.., 
1227 Sixth Avenue, New York. 


3-D Theatre-on-Wheels Touring 
With 16mm Sponsored Picture 
* TH 


tem has been installed in what is 


RaMSpELL-Vicror 3-D sys 
believed to be the first mobile three 
dimension theatre in the world, The 
made by the 
ANIMATOGRAPH 


lomm 


Vicror 


projec tors, 
CORPORA 
lowa are 


1iON, Davenport, being 


put to work for industry by the 
Cincinnati Lathe and Tool Company 
for the showing of its 15-minute 3-D 
film, A Way of Thinking 

Produced by bloyd Ramsdell, of 
Worchester Film Corporation, Wor 
chester, Mass.. the film dramatizes 
production methods of C.L.&T. and 
is being shown to metalworking shop 
operators, vocational school leaders 
and industrialists 


linked Victor 


l6mm motion picture projectors are 


| wo met hanic ally 


installed behind the driver's seat of 
the “Magic Carpet” 1414-ton coach 
The theatre seats eight. 


Theatre-on-Wheels of the ( 
Lathe na ] f 
; D mot nt 


ALONG THE EQUIPMENT LINES 


Reeves Soundcraft Offers Trial 
Package of Its “‘Lifetime’’ Tape 
* Reeves Sounpcrart Corp. has 
adde d 
less than two dollars, to its line of 
Lifetime 


a trial package, to sell for 

magnetic recording tape. 
lhe introductory package consists 
of 150 feet of tape on a 3-inch 
reel. Other standard pack- 
ives are 600, 1200 and 2400 feet 
reels and 


plastic 


a 2400-foot package on 
a hub only. 

The new tape is unconditionally 
guaranteed never to break or curl 
under normal conditions of record- 
ing and playback. Its break strength 
is said to be 214 times greater than 
standard cellulose acetate base tape, 
and its flex life 500 times greater. 
Mylar polyester film, a DuPont 
product which is a sheet or tape 
version of Dacron, forms the base 


of the new tape. 


MODEL SW-602 


Technical excellence combined with film 


Norpat Line-Voltage Booster 
Helps Even Projector Performance 


1500 


watt line-voltage booster, V-15, is 


* Norpat Saves Inc.’s new 


designed for areas where line volt- 
age fluctuates or is below normal. 

This compact unit provides full 
rated 105 to 125 volt 50/60 cycle 
AC to any electrical equipment or 
appliance consuming up to 1500 
watts. The meter reads line voltage 
as well as output from the booste1 
for constant monitoring of voltage 
applied to the device being op- 
erated. The switch increases five 
volts per step. 

The unit is especially suited for 
sound motion picture projectors, to 
maintain optimum light intensity, 
motor speed and sound clarity. 
Photographers doing color work will 
find it useful in maintaining proper 


color output of incandescent lamps. 


emaScope 
REPRODUCERS 


PORTABLE FIELO RECORDERS 


)-CHANNE 


REPROODUCERS 


MULTI-CHANNE 


NTERLOCKED OUBBERS 


OusBERS 


production facility and economy has earned "AMO RECORDER 
the MAGNASYNC a proud reputation. 


Field-tested under all conditions, the SW-602 
has proven to be a pacemaker in 16mm 


professional sound recording. 


Price: $1275 complete system 


F.0.B. North Hollywood 


Distributed by 


MAGNETIC RECORDERS COMPANY 


Geb am 
we 


QUALITY 


AMPLIFIERS 


7120 Melrose Ave., Los Angeles 46, Calif.; WEbster 3-5545 


CAMERA EQUIPMENT COMPANY 


1600 Broadway, New York 19, N. Y.; JUdson 6-1420, Cable: CINEQUIP 3& 


Manufactured by 


MAGNASYNC MANUFACTURING CO., LTD. 


P.O. Box 707, North Hollywood, California 


imerica’s leading manufacturer of 
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Magnetic Film Recording and Reproduction Devices 


BUSINESS 


Model 477-R is Ampro ne 


case l6mm souna tilm or y C 


Ampro Uses Transistor in New 
Single-Case Projector Model 

* The use of a transistor in an 
(mpro motion picture projector was 
announced recently by the Chicago 
corporation. Employed in a “play- 
back” projector, it is a new devel- 
opment in the-field of magnetic re- 
cording on 16mm film. 

The transistor, no bigger than a 
dime in circumference, is built right 
into the projector, making possible 
the first single-case unit of its kind. 
Called the “477-R,” it is primarily 
designed to play back film with 
magnetic sound tracks recorded by 
the film user. It also can project 
standard silent and optical-sound 
films. 

Ampro was one of the first in the 
industry to produce a magnetic pro- 
jector, the “477,” 


professionals 


with which non- 
could superimpose 
their own sound track on silent or 
sound film. The recording equip- 
ment of the magnetic projector has 
been eliminated for the playback 
unit, making possible wider use, at 
lower cost, of magnetic film record 
ing by schools or businesses. 
The transistor, which gives full 
sound-range amplification, substi- 
tutes for a bulky transformer which 
would necessitate separate housing 
in a unit remote from the projector 
to avoid magnetic noise pick-up. 
Transistors are considered among 
the most electronic 
Already 
used in hearing aids and a few 
sound transmitting devices, they are 


revolutionary 


devices in recent years. 


expected to replace vacuum tubes, 
rectifiers, and transformers in count- 
less sound and electronic devices 
because of their “magic-like” qual- 
ities as shockproof, heatless, semi- 
conductors. 

The projec tor operates at both 
sound and silent speeds, with op- 
tical or magnetic sound tracks. It 
provides protection for the sound 
track surface 
touches no stationary parts through- 


because the film 


out the entire threading path. 
Priced at $725, the projector is 

distributed by Ampro’s audio-visual 

dealers throughout the country. 


SCREEN MAGAZINE 





























GEO. W. COLBURN LABORATORY INC. 


464 NORTH WACKER DRIVE*CHICAGO 6 


TELEPHONE STATE 2-+-7316 


16mm 
SERVICES 














= = — 
| Professioual 
Sewice 


_ TO THE GREATEST 
| NAMES IN THE 
UPPER MIDWEST 


General Mills, Inc., Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 
many others. 
COMPLETE PRODUCTION FACILITIES 
¢ Motion Pictures 
¢ Slide Films 
¢ TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. 
Minneapclis 5, Minn. 
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45 YEARS IN BUSINESS FILMS: 


{CONTINUED FROM PAGE FIFTY-SEVEN ) 


the sponsorship of our Publicity Department as a 
means of illustrating the advantages of owning 
modern, up-to-date electrical appliances and the 
vivid contrast between these fashionable new 
conveniences of 1915 and the old obsolete electri- 
cal appliances of 1909, 


In spite of the success of these pictures, how- ’ 


ever, our production activities were, up until this 
time, little more than a part-time side line con- 
nected with the principal function of the section, 
which was blueprint-making and still photog- 
raphy. It was later that same year that we pro- 
duced the film that resulted in the establishment 
of a separate motion picture prodution section 
in the company. The film was another railroad 
picture called King of the Rails, a historical 
dramatization of the development of land trans- 
portation from the Indians dragging their packs 
to the latest electrical locomotive of the day. 
It was an ambitious undertaking for an outfit 
of our size, but we eventually came up with a 
three-reeler which we were sure would be a smash- 
hit, and as it turned out our enthusiasm was 
justified. 


Audience Response Leads to Section 

King of the Rails had its premiere at the Mark 
Strand Theatre in New York (now the famous 
Warner Theatre), at that time one of the coun- 
try’s finest motion picture theatres. The audience 
reaction was extremely favorable and this, cou- 
pled with an abundance of excellent reviews by 
the press, brought an unprecedented demand for 
the picture from theatres all over the country. 

Company executives were sufliciently impressed 
by this response to create a new section under the 
Publicity Department for the exclusive purpose of 
producing motion pictures. More space was made 
available, a developing laboratory was con- 
tructed, the latest types of cameras and auxiliary 
equipment were purchased and several people 
were added to the operation. 


30 Films Created for PR Program 

During the next ten years we turned out some 
30 educational subjects under a long-term public 
relations program designed to create a greater 
awareness of the role of electricity in industry 
and agriculture. Typical of these were such films 
as Cuba, the Island of Sugar, which explained 
the process of sugar growing and harvesting; 
A Woolen Yarn, which illustrated manufacturing 
methods in woolen mills; and Conquest of the 
Forest, a story of the lumber industry. Such pic- 
tures, free as they were from direct advertising, 
and interesting and educational in content, proved 
quite popular with motion picture audiences and 
enjoyed wide theatrical distribution. 

The introduction, in 1923, of the revolutionary 


( CONTINUED ON THE FOLLOWING PAGE ) 





SPECIAL 
OPTICAL EFFECTS 


and TITLES by 
RAY MERCER & COMPANY 


4241 Normal Ave. «+ Hollywood 29, Callf. 
Send for Free Optical Effects Chart 








“FREE” TEST-PRESSING 


Send us a tape and cued = 
script of your next pro- y 
duction job. / \ 
We will re-record your \\ 
tape on cherry-red 
VIRGIN VINYLITE with- 
out charge and send 
you a 12” or 16” 
test-pressing within 

48 hours. Audible or 
sub-audible signal 

added. 


This is the one, sure 
way you can compare 
the QUALITY of our 
masters, the FIDELITY \ 
\ 





of our pressings, and 
the PROMPTNESS of 
our delivery. 


SEND FOR OUR | 


RATE CARD 


DERS 
6757 HOLLYWOOD BLVD 
al] 5S 6) [eleleiyi: wer \Gise) a. iy: 
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The Mark of 
Excellence in 


Commercial Films 


CATE & McGLONE 
Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 














A Trademark For 
Technical Excellence 
In Motion Pictures 


INDUSTRIAL » COMMERCIAL 
DOCUMENTARY 


PEARSON & LUCE 


PRODUCTIONS 


OFFICES © 26 O’FARRELL STREET 
STUDIOS © BELLEVUE HOTEL 


SAN FRANCISCO 











SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 





Printers of Distinctive Hot-press 


TYPE TITLES 


1938 
i led ee 


Knight Title Service 
Telephone: WAtkins 4-6688 


524 West 25th St New York | N.Y 


45 YEARS IN BUSINESS FILMS: 


{ CONTINUED FROM THE PRECEDING PAGE ) 
16mm film size and equipment brought about an 
expansion of our activities and some significant 
changes in our objectives. Since the complicated 
problem of non-theatrical screening before select 
groups had been solved, it was now possible to 
make full use of the motion picture medium as a 
direct sales tool, and as a result we concentrated 
a major portion of our efforts for some time on 
production of such sales promotional films. 


l6mm Advent Increases School Demand 


It was not long possible, however, to overlook 
the rapidly growing demand for motion pictures 
of educational value. In the days of 35mm film. 
only the larger universities and colleges had been 
able to afford to install projection facilities. With 
the advent of 16mm, however, more and more 
smaller colleges, high s hools. and even grade 
schools began to acquire these less expensive and 
more convenient projectors, 

This situation, of course, created an appetite 
for educational 16mm films that was virtually in- 
satiable. We were faced with a dilemma. Our pro- 
duction facilities were taxed as it were, to satisfy 
the growing need for sales promotional films 
which were proving to be extremely valuable 
sales tools, and yet the tremendous opportunity 
for a profitable public relations program through 
educational pictures could hardly be passed by. 


Need for Specific Subjects Indicated 


For a short time we coped with the problem 
by the reduction printing from 35mm to l6mm 
of those films in our library which we felt would 
meet the needs of educators. We realized, how- 
ever, that the only real answer to the problem 
was to expand the scope of our production activi- 
ties to serve all three of the distribution oppor- 
tunities— theatrical, sales promotional, and edu- 
cational—with current, up-to-date subjects. 

This expansion was precipitated even sooner 
than we had anticipated by the results of experi- 
ments being carried on in a small laboratory in 
the building adjacent to ours; experiments which 
were to put our film production group on the 
ground floor of one of the most significant de- 
velopments in the history of motion pictures. 


Hoxie Experiments Lead to Sound-on-Film 


In 1919 a young General Electric engineer 
named Charles A. Hoxie had developed equip- 
ment which he called the “Palophotophone” for 
the purpose of recording transatlantic radio 
signals on moving photographic film, and in 
1921 he applied for a patent on the idea. This 
development, coming at a time when the film 
industry was anxiously searching for a practic- 
able method of producing synchronized sound 
motion pictures, led naturally to further experi- 
ments with the Palophotophone in an attempt to 
apply it to this purpose. 

During the early and mid-twenties, our sec- 
tion worked closely with Hoxie in the develop- 
ment of this idea, and by 1926 had _ pro- 
duced several experimental reels of synchronized 
sound-on-film motion pictures. Eventually, when 
this system was perfected, Hollywood recognized 
its value and began to apply it to theatrical enter- 
tainment features. Although various other meth- 


ods of producing talking pictures had been pro- 
posed and tried, the Hoxie method became the 
most acceptable, and is the system used virtually 
everywhere today. 


Second Major Expansion Follows Sound 


As mentioned earlier, the development of sound 
was responsible for the initiation of our second 
major expansion program. The value of the mo- 
tion picture as an educational aid increased im- 
measurably with advent of sound and within a 
few short years, sound motion picture facilities 
had become standard equipment in schools all 
over the country. 

This situation, coupled with the fact that the 
popularity of theatrical motion pictures was tre- 
mendously enhanced by the new development, 
led company executives to decide to broaden still 
farther the scope of our production facilities. 

With an increased operating budget and the 
addition of new equipment, we again turned to 
the production of educational films, while still 
turning out a sizeable number of sales promo- 
tional pictures. 

We produced the pictures in 35mm and l6mm 
sizes for distribution to both theatres and 
schools, and for a few years all such distribution 
was handled through our district sales offices. 
It soon became obvious, however, that effective 
distribution of films to theatres demanded more 
specialized attention than we were able to give 
it under this sales office arrangement, and so, in 
1931 our Publicity Department contracted with 
A. O. Bondy, a professional theatrical booking 
(CONCLUDED ON PAGE SEVENTY-ONE ) 
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«~ BURKE & JAMES 
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CATALOGUE 


Pages crammed with 
A. SANDS of Newest 
PHOTO TOOLS, CAM- 
ERAS (Press, Studio 
Candid, Special Pur- 
pose, etc.), LENSES. 
PROJECTORS, Li hting 
Equipment, Deve oping 
Equip., Enlargers. etc., 
for Amateur — Protes- 
sional in daily Scien- 
tific or Industrial work 


g No. 154, Mr. White, Dept. BS 
BURKE & JAMES, Inc, 321 S$. Wabash, Chicago 4, Ii 
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| Ray Wilson . . . to Editoria 
Ray Wilson to Editorial Staff 
of The Jam Handy Organization 

* Ray WILSsoN’s appointment to the 
editorial staff of THe Jam Hanpy 
ORGANIZATION has been announced 
by WittiaM Se_meser, head of the 
editorial department. Formerly, Mr. 


Wilson was a free-lance director and 
writer in Hollywood for motion pic- 
tures, television and radio. 

Among the motion picture scripts 
he has written are Flight Nurse and 
Girl of the Jungle. He also collab- 
orated in the scenarios for Savage, 
Days on Earth, Eternal Trap, and 
Old Doc Travis. 

Mr. Wilson’s scripts 
were written for The Fireside Thea- 
tre, The James Mason Show and 
several Columbia Broadcasting Sys- 


television 


tem documentary films. He has been 
scriptwriter for a number of radio 
shows. 

At The Jam Handy Organization, 
Mr. Wilson will utilize his experi- 
ence as a dialogue specialist and 
director to write motion picture 
scenarios and stage presentations. 

” * * 

Louis W. Kellman Productions 
Names Vogt Production Manager 
* Howarp VocrT, a member of the 
staff of Lours W. KeL_uMan Pro- 
puctions, Philadelphia, for the past 
24 years, has been named the firm’s 
manager. 

Mr. Vogt’s promotion was an- 
Lours W. KeL_i-Man, 
president, at a staff reorganization 
meeting. At the meeting, Mr. Kell- 
man also announced that Morris 
KELLMAN, another veteran member, 
had been advanced to the post of 


noun ed by 


control manager. 


” * * 


Edwin T. Morgan is Appointed 
Director of Production at Kling 
* Epwin T. Morcan has been ap- 
pointed director of production for 
Kuinc Strupios in Chicago. 

Mr. Morgan Kling two 


years ago as an assistant director 


joined 


in the production division. He was 
promoted to director and special- 
ized in directing t.v. show series. 
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Roland Barrett, Army Pictorial Chief 
Heads Atlas’ Washington Branch 
* RoLanp Barrett recently was ap- 
pointed to head a new Washington 
D.C. branch office for ATLAS FILM 
CorporRaATION of Oak Park, Ill. His 
offices are at 913 Warner Building 
in the nation’s capital. 

An aerial photographer in the 
AEF during World War I, 


later commanded the Signal Corps 


Barrett 


photographic laboratory of the 
Army War College. 

During World War IT, his service 
as commanding officer of the Signal 
Corps Pictorial Center won him the 


Legion of Merit. 


* a * 


Named RKO-Pathe Account Exec. 


® Acan Hartman has been ap- 


+; 


People 5 i«'oPiclures 





pointed an account executive and 
assistant to SipNey Kramer, RKO 
PATHE general sales manager. 

Mr. Hartman, formerly with 
MCA, Frederic Ziv and Official! 
Films, has had nine years experi- 
ence in various phases of television 


sales. 


James Mitchell Named Detroit 
Representative for Fairbanks 

* James Mircne ty has been named 
as a sales representative in Detroit 
by Jerry FarmBANKS PRODUCTIONS, 
Hollywood. His offices are at 165 
Murray Hill Street. Mitchell, form 
erly in charge of International Busi- 
ness Machines’ film division, will 
operate under the direction of Fen- 
ton McHugh, 


Fairbanks with offices in Chicago. 


sales manager for 


mumbo 


numumber é 


At JU. 6-0853 you will discover 

the superior quality, service and 
reliability that your color production 
should have. That controlled method 


of scene to scene color correction is 


your assurance of complete color fidelity 
Yes, our modern laboratory, our skilled 


technicians and our research department 


guarantees you of the finest color 
prints in 16mm color, Eastman 


and Ansco 35mm neg. pos 





color Service CO.., inc. 
5 W. 45th ST., NEW YORK. N.Y JU 60853 
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Jack Lemmon . n Sale 


Jack Lemmon Appointed Account 
Executive at Transfilm, Inc. 
* Jack LEMMON has been appoint 
ed an account executive at TRANS 
riLM, Inc., New York business film 
producer. Mr. Lemmon recently 
completed a three year tour of duty 
as assistant chief of storage and dis 
tribution, Far East Quartermaster 
Corps. He formerly was associated 
with the Heinn Company as New 
York State district manager. 
a o * 

Meltzer Joins Van Praag, N. Y. 
* Newton KE. Merzer, active in 
television, commercial and doc- 
umentary fields for the past thirteen 
years, has joined VAN Praac Pro- 
PUCTIONS as producer-director-writ 
er, 

Most recently, Mr. Meltzer was 
on the staff of CBS 
Earlier he was Director of Spee ial 


Tele sion, 


Programs for Telenews Productions, 
directing and producing documen- 
tary, sponsored and theatrical films, 
and was on the staff of Paramount 
Pictures. He is the recipient of sev- 
eral documentary and _ institutional 
film awards. 
* * . 

United Productions of America 
Re-Elects Bosustow President 
¢ SrepHen Bosustow was re-elected 
president and chairman of the board 
of the Unirep Propuctions 01 
America for his ninth term at the 
annual meeting of directors recently. 

New board members seated at the 
Bagnall, 


Hungate 


meeting included George 
Richard 
and Pete Burness. Robert Cannon 
T. Edward Hambleton, Leo Rosen 


and Harvey Shaw also attended. 
a ” 7 


ernest Scanlon, 


Frank Becomes Blake Partner 

* Poi FRANK, former senior sales 
representative of Screen Gems, has 
joined Georce BLAKE ENTERPRISES, 
INC., as partner and general sales 
manager. Mr. Frank will concen 
trate on t.v. commercial and pack 
age show deals. The Blake firm has 
moved to new quarters at 1600 


New York 19, 


Broadway 
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A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


__EASTERN STATES _ 
* CONNECTICUT + 


Kockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* DISTRICT OF COLUMBIA « 


The Film Center, 915 12th St. 
N.W., Washington. 


¢ MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


* MASSACHUSETTS « 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


°e NEW JERSEY ¢« 
Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


°* NEW YORK « 
Association Films, Inc., 347 
Madison, New York 19 

Buchan Pictures, 122 W. Chip- 

pewa St., Buffalo. 

Charles J. Giegerich, 42-20 Kis- 

sena Blvd., Flushing. 

Comprehensive Service Co., 245 

W. 55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 

14th St., New York City 11. 

The Jam Handy Organization, 
1775 Broadway, New York. 
Ken Killian Sd. & Vis, Pats. 
17 New York Ave., Westbury, 

N.Y. 

Mogull, Film and Camera Com- 
any, 112-114 W. 48th St., New 
ork 19, 

8. O. S. Cinema Supply Corp., 

602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 


551 Fifth Ave., New York 17. 
Training Films, Inc., 150 West 


Sith St... New York 19 


United World Films, Inc., 1445 
Park Ave., New York 29 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA ¢ 
The Jam Handy Organization, 
Gateway Genter, Pittsburgh 22 


J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 


* WEST VIRGINIA « 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


* ALABAMA « 


Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


¢ FLORIDA « 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. Ek. Bayshore Drive, Miami. 


¢ GEORGIA e« 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 101 Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
lechwood Drive, N. W. Atlanta. 


* LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


¢ MISSISSIPPI « 
Herschel Smith Company, 119 
Roach St., Jackson 110. 
Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


e TENNESSEE e¢ 
Southern Visual Films, 687 


Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A. Broad St., Nash- 
ville. 


* VIRGINIA 


Tidewater Audio-Visual Center, 
617 W. 35th St.. Norfolk 8, Phone 
51371. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


* ARKANSAS « 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 
* ILLINOIS * 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 





Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


United World Films, Inc., 605 
W. Washington Blvd., Chicago 6. 


¢ INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


°* IOWA « 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI ¢ 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


¢ MICHIGAN « 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


* OHIO « 


Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 


Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 

Twyman Films Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


¢ CALIFORNIA ¢ 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 





Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


C. R. Skinner Manufacturing 
Co., 239 Grant Ave., San Fran- 
cisco 8. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA e 
Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


¢ OREGON «¢ 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


e TEXAS ¢ 


Capitol Photo Supplies, 2428 
Guadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


sryan Street, Dallas. 


e UTAH ¢ 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 
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THE BUYERS READ BUSINESS SCREEN 






A New Library 


of 
Music on Film 


= Music scores created and expertly 


edited to suit your film... AND budget. 
= TV and theatrical performance 
clearances throughout the world. 


= Complete services: music, sound effects 


and re-recording supervision. 


WRITE OR PHONE 


1600 Broadway 
NEW YORK 19, N.Y. 


JUdson 6-6673 


FILM MUSIC Ine. 


sa 











IMMEDIATE CASH 
CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 

































































NUMBER 2 «+ 


MOTION PICTURE 
"AND 


TELEVISION ART 
OPTICAL PHOTOGRAPHY 


Animation — Titles 


343 LEXINGTON AVE. 
LExington 2-7378 





VOLUME 15 *« 
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45 YEARS IN BUSINESS FILMS: 


(CONTINUED FROM PAGE SIXTY-EIGHT } 
agent, to undertake the active promotion and 
booking of our films in theatres. 

Initially, this activity was confined to the New 
York City area but it was gradually expanded 
until today Mr. Bondy handles the booking of 
General Electric reels in theatres throughout the 
United States, Alaska, and Hawaii. 

Since 1935 these reels have been known gener- 
ally as the Excursions in Science series with such 
Vetal 
Vagic, and, the most current, A is for Atom. 

In time, General Electric’s need for films far 
outstripped the capacity of our Film Production 


individual sub-titles as Crystal Gazers, 


Unit, and today many G-E films are produced by 
outside film companies. Our own production faci- 
lities are still in full-scale operation, however, 
producing motion pictures, slidefilms, and record- 
ings for the Apparatus Sales Division, which sells 
the company’s capital-goods products. 


30 Million 


Today General Electric is distributing over 35 


Films in °52 


Saw 86 
different educational pictures, on subjects rang- 
ing from home economics to atomic energy, to 
schools, clubs, church groups, and civic organ- 
izations: 11 35mm titles are being exhibited 
regularly in theatres; and some 40 sales prom- 
tional and product information films are in active 
use. During 1952, these films were seen by over 
30,000,000 people. 

It gives me something of a Dr. Frankenstein 
complex to look at the scope of our activities 
today and then in retrospect to that day 41 years 
ago when Ed Jones and | began cranking pic- 
tures for fun old Williamson 
As I said before, it undoubtedly would 
have happened anyway, but it’s exciting to think 
that Ed and I had a part in starting the ball 
rolling. 

I shall retire from the company this year after 


with our box 


camera. 


45 years of service, practically all of it in the 
business of motion picture making. It has been 
a fast 45 years not only for me but for the mo- 
tion picture industry. During these years we 
have seen the development of talking pictures, 
full-color photography, and now, three-dimen- 
sional pictures, stereophonic sound, and cye- 
loramic screens. | have even heard some talk of 
adding various odors to the theatres’ air-condi 
tioning system to lend realism to stories. Who 
knows—-perhaps that bearskin rug is not as far 


off as we think. 4 


Before the ‘Home Electrica! 
1916) this was a familiar chore. 





(GE film made in 


pid Prescription 
makes old films like new” 


Are some of your films showing their age? Scratches, “rain” 
and other surface imperfections can spoil the effect of even 
the finest motion picture — and make “shut-ins” of valuable 
prints that could have years more useful life in the field. 
Our exclusive process actually removes these tell-tale signs 
of wear and handling, and brings back the natural clarity 
and beauty of your film. 


Our two exclusive processes: 


RAPIDWELD: 


We remove scratches, fingermarks, 
oil stains from both sides of film, 
restore flexibility to brittle film and 
repair faulty splices. 


RAPIDTREAT: 


We coat the emulsion side of new 
film to protect against 
staining and brittleness that occur 
through handling and projection 


scratches, 





Among our many satisfied customers are: Eastman Kodak 
Co., E. |, du Pont, U. S. Steel, General Motors, American 
Can, American Cyanamid, Pan American Airways, Jam 
Handy Org., CBS-TV, NBC-TV, Santa Fe R.R., State Depts, 
of Education, Ohio, Georgia, Conn, Maryland 

ORIGINALS © NEGATIVES 
KODACHROMES @¢ PRINTS 


* ; 
r api rv Scratch-free 
FILM TECHNIQUE INC. 


21 WEST 46th STREET @ NEW YORK 36, N. Y. @ JU 2-2446 


16 and 35 mm 


EST. 1939 


ab specialized laboratory services 





35mm Color Theater 
Prints from 16mm Color 
Originals . . . 3 meth- 
ods: Ansco Direct Re- 
versal, Eastman or Ans 
co Color Negatives, 
Three-Separation Nega- 
tives. 


© | 35 mm 





Kodachrome Optical 
Printing Masters with 
Special Effects 


© | 16 mm 
e |TV 
e |3D 
e | NEW 





Special Photographic Ef 
fects for Television Pro 
ducers 





lémm Kodachrome 
blown up to 35mm East 
man Color 3D Negatives 





Unsurpassed separation 
positives and Color In 
ter-negatives with Ef 
fects, made on our New 
Precision Contact Printer 


Filme fects. 
OF HOLLYWOOD 


1153 NO. HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
HOllywood 9-5808 





Superimposures 
Special Optical 
Effects 
Dissolves 
Montages 
Fades 

Wipes 


Zooms 
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NE OF THE MOST SIGNIFICANT 


developments in the audio- 

visual field within recent 
years has been the growth of a na 
tion-wide system of professional 
audio-visual dealers—local business 
firms who specialize in the sales, 
rental and servicing of audio-visual 
equipment and the distribution and 
rental of films and filmstrips. As a 
special service to our readers Bust- 
NESS SCREEN is proud to present in 
this issue on an exclusive arrange 
ment in cooperation with the Na 
tional Audio-Visual Association, an 
annotated directory of the 453 deal 
ers who are members of this asso 
ciation. 


Proof of Reliability 


This national organization re 
quires that a dealer must have been 
in the audio-visual business on a 
full-time basis for at least one year 
to qualify for membership and that 
he have audio-visual franchises from 
recognized audio-visual equipment 
manufacturers and film producers. 
The association regularly conducts 
training programs to upgrade and 
standardize dealer services, includ 
ing an annual Institute at Indiana 
University, regional meetings, and 
various other activities—in many of 
which Business Scneen has help 
fully participated—designed to im 
prove the local dealer's abilities in 


customer service and sales 


“Keyed” for Services 

Whether you need to arrange for 
projection service in New Orleans, 
La., to rent a magnete sound pro 
jector in Sioux City, lowa, or to 
have a meeting tape-recorded in 
Muskogee, Okla., the NAVA dealer 
directory in the following pages 
will refer you to experienced and 
qualified dealers who can handle 
the job for you and your company 
or institution, A key number sys 
tem is used in the list to indicate 
the types of services and equipment 
which eat h dealer provides For 
example, to find sources of projec 
tion service in New Orleans, you 
would look under the New Orleans 
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Nationwide Family of Audio-Visual 
Dealers Serves Needs of Industry 





An Introduction to the NAVA Directory 


listings for the key number “5.” 
and you would find the names, ad 


dresses and telephone numbers of 


three NAVA dealers there who of 
fer this service. 

Some of us feel that Robert 
Burns might well have been think 
ing of a modern A-\ presentation 
when he penned his famous lines 
about “The best-laid plans of mice 
and men All too frequently 
the equipment fails to arrive, or to 
work properly; or the edges of the 
screen are fuzzy from improper 
cleaning of the equipment, or a 
thousand and one other things go 
wrong And it is in the hundreds 
of showings on the local level that 
any audio-visual program must, in 
the final analysis, succeed or fail 
It is just there—on the local level 

that the NAVA dealer has much 
to offer the industrial film sponsor 
or the film producer. 


Localized Deliveries 


As an audio-visual specialist, 
trained and experienced to serve 
your needs in his locality, the NAVA 
dealer may be the logical agency 
for you to specify in arranging de 
liveries of equipment to branch of 
fices or to local concerns. You can 
depend upon him to give personal 
attention to each item, checking to 
make sure that the equipment 
works and that all accessories, spare 
reels, etc., are present and usable. 
He will instruct your local user in 
the proper operation and care of 
the equipment, and will explain 
how and where to obtain spare 


lamps and tubes, repair service, ac 


cessories, films or slidefilms, and 
similar needed items. 

Even the best equipment will in- 
evitably experience mechanical and 
electronic troubles, but the audio- 
visual dealer can take care of these 
since he has factory-trained repair- 
men who are qualified to perform 
both electronic and mechanical re- 
pairs. He is required to maintain 
an adequate stock of spare parts for 
the equipment, and of lamps and 
tubes, including the odd sizes and 
types which frequently are other- 
wise unobtainable on the local level. 
He can usually rent or lend you a 
spare piece of equipment, too, to 
replace yours while it is hospital- 
ized, 


Good Projection Service 

The NAVA dealer puts on hun 
dreds of shows in his locality each 
year and, he is well qualified to 
handle your projection service 
needs. His experienced projection 
ists know the peculiarities of local 
meeting rooms and can _ provide 
current converters, voltage boosters 
and other devices which may be 
required for a successful showing 
under varying local conditions. He 
can furnish large screens, magnetic 
projectors, arc projectors, and other 
equipment you may need—or he 
knows where and how to get it at 
a minimum expense. 

The rental of audio-visual equip- 
ment is a steadily growing section 
of the A-V dealer’s business. As 
you can see in the accompanying 
list, a great many of the dealers 


Au Tudustry Request 7a Fulfilled | 


* Two years ago, the publisher of Bustness Screen helped bring 
together a joint panel of members of the Industrial Audio-Visual 
Association, representing some of the nation’s largest sponsored ! 


film users, and leading members of the National Audio-Visual 


Association, representing this nationwide dealer family. 


One of the recommendations made by the IAVA group was 


this “keyed” listing of the special services available on a local 
basis to industry from these NAVA dealers. NAVA’s headquar- 


ters office has done an exemplary job in conducting the extensive 


and tedious survey of services and facilities which we now reprint. 


offer a “full line” of rental equip- 
ment, ranging from optical sound 
| rojectors to stereo equipment, tape 
recorders, and public address sys- 
tems. The dealer makes it a regular 
practice to check each piece of 
equipment before sending it out on 
a rental, and he will guarantee its 
proper performance. He will sup- 
ply spare lamps, reels, and other 
accessories as may be required. 

The audio-visual dealer offers 
many other services which can be 
of value to business film users. For 
example, his rental or free loan 
film library offers interesting titles 
for program fill-in and for noon- 
hour showings; he will inspect and 
recondition your and your sales- 
men’s films and filmstrips; his pro- 
jection room may be of use for spe- 
cial screenings, and he will gladly 
advise and consult with your local 
offices, help them with their audio- 
visual problems, and make sure 
that your program works at the lo- 
cal level. 

Merits Your Consideration 


All the dealer asks in return for 
his making available these special- 
ized services is that he be given 
reasonable consideration in your 
equipment purchases, that he be 
given a chance to supply it on the 
local level where he will furnish 
the service you most assuredly will 
need. By including the NAVA deal- 
er in your program, you will find 
him a helpful and willing partner, 
for in the long run his business 
will stand or fall on the quality of 
products he offers and his ability 
to deliver service to you. 

The audio-visual dealer is in 
business to serve. Business clients 
who are concerned with the effec- 
tiveness of their programs at the 
local level, throughout the country, 
are learning that his services can 
contribute greatly to local success. 


If your objective is a thoroughly 
effective and workable audio-visual 
program, one of the surest and 
easiest ways to get it is to work 
closely and cooperatively with au- 


dio-visual dealers. i 
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Directory of A-V Dealers 


..+- SOURCES FOR AUDIO-VISUAL SERVICES, EQUIPMENT AND FILMS 
IN POPULATION CENTERS THOUGHOUT THE UNITED STATES, CANADA, MEXICO & INDIA 


NEW ENGLAND 
cpeenujl ONNECTICUT 


Pix Film Service, Mr. Wm. C. Lee, 


34 E. Putnam Ave., phone 8-0715 
1-2-3-4-5-6-7-8-9 
11 - 12 - 13 - 14 - 15 - 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 


s12x12’ - 2500t 

Hartford 

Inter Church Audio-Visuals, Inc. 
Rev. R. W. MacCaul, 15 May St. 

Rockwell Film & Projection Service, 
Mr. R. Rockwell Sadd, 182 High 
St. (5) JAckson 7-7271 
1-2-4-6§-6-8-10-i11-14 
15 - 16 - 20 - s63x84" - 900t 

New Haven 


H-B Motion Picture Service, Messrs. 
Donald C. Hawthorne & Mackey 
Barron, 174 George St. (10) 
SPruce 7-237 
1-2-3-4-5-7-10-11-13 

- 16 - 18 


14 - 15 19 - 20 - 21 
22 - 23 - 24 - s8x10° - 350t 
New London 


Sercon, Mr. Charles E. White, P. O. 
Box 1084, phone 9670 
9° 9 ee 


~2- 3- » 5 7-8 - 10-11 
13 - 15 - 16 - 22 - 23 - 24 - s6x9 
85t 

Torrington 


Flieg & Newbury, Mr. Joseph E. 
Newbury, 41-45 Water St., phone 
8540 
1-2-3-4-5-7-8-9- 11 

4-15 - 16 - 17 - 18 - 19 - 20 

21 - 22 - 23 - 24 - s6x8 - 500t 


MAINE 
Cape Elizabeth 
Herbert G. Parker Co., 


Mr. Herbert 


G. Parker, Ocean House Rd., 
POrtland 2-4330 
1-4-5 -11 - 18 - 24 - s52x70” 
Millbridge 
Minot Film Exchange, Mr. Robert 


L. Whitton, phone 25 
1-2-3-4-5-7-8-9- 10 


11 - 12 - 18 - 14 - 15 - 16 - 17 
23 - 24 - s9x12’ - 4500t 

Portland 

D. K. Hammett, Inc., Mr. D. K. 


Hammett, 620 
phone 2-3181 


Congress St. (3) 


1-2-3-4-65-7-8-9- 10 
11 12 13 - 14 - 15 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s8x10 1000t 


South Portland 
Headlight Film Service, Mr. Kermit 
F. Hanson, 111 Ocean St., phone 


5-0922 


1-3-4-6-7-8-1 13 - 15 
6.619 - 6. 3 - B - B « BA 
s6x8 - 100t 
MASSACHUSETTS 
Arlington 
New England Film Service, Inc., 


Mr. George E. Roghaar, 39 Fair- 
view Ave. (74) phone 5-7865 


1-2-3-4-65-7-8-9- 11 
12 - 13 - 15 - 16 - 17 - 18 - 19 
20 - 22 - 23 - 24 - s9x12’ - 950t 


Boston 
Major Theatre Equipment Corp., Mr. 
Mack G. Paul, 44 Winchester St. 
(16) Liberty 2-0445 
l 2-3-4-5-7 8-9 - 11 
12 - 13 - 14 - 15 - 16 18 
1 2 


- ? 


17 
21 - 22 - 23 - 24 - 820 


Cinema, Inc., Mr. Irwin S. Buchdahl, 
234 Clarendon St. (16) COpley 
7-0200 
1-232.3-4-§-6-7-8-9 
10 - 11 - 13 - 14 15 - 16 - 17 
18 - 20 - 22 - 23 - 24 - s9x12 
2000t 


*Ideal Pictures, 40 Melrose St. (16) 
HAncock 6-1133 (Branch of Ideal 
Pictures, Chicago, III.) 
1-2-3-4-§-7-8.-9 - 10 
11 - 15 - 16 - 23 - s8x10' - 3000t 

*The Methodist Publishing House, 
Visual Aid Dept., 577 Boylston 
(16) (Branch of Methodist Pub- 
lishing House, Nashville, Tenn.) 

Ladd Visual Service, Mr. John S. 
Ladd, 235 Stuart St., HAncock 
6-7262 
5 - 10 - 11 - 12 - 15 - 16 - 20 
s9xl2 - 200t 


Smith’s Photographic Store, 273 
Massachusetts Ave. (15) COm- 
monwealth 6-7580 
1-3-4-11-18-14- 16 - 16 


17 - 18 - 19 - 20 - 21 - 23 - s10x10 

Visual Education Service, Inc., Mr. 
Sidney M. Doyle, 116 Newbury 
St. (16) KEnmore 6-8020 
2-83-<-«8-4<«§- 6-7 «+ 8- 9D 
19. ii 12 - 13 - 14 - 15 - 16 
17 - 18 - 19 - 20 - 22 23 - 24 
s12x12’ - 4000t 


Wholesome Film Service, Inc., Mr. 


Norman R, Poretsky, 20 Melrose 

St. (16) HAncock 6-0155 

1-2-3-4-.-6-7-8-9- 10 

11 - 15 - 16 - s9x9’ - 3000t 
Brookline 


Visual Curriculum Center, Mr. Alex 
R. Grublin, 358 Harvard St. (46) 
ASpinwall 17-7500 
1 - 3-4-6-7-8- 

14-15-16 - 1 
22 - 23 - 24 - s72 

Fall River 

South End Film Library, Messrs. 
G. A. & J. W. Coburn, 56 Vallonia 
Terrace, phone 2-5742 
1-2-3-4-6-+-7-8-9-10 
11 - 12 - 15 - 17 - 22 - 23 - s6x8 
2000t 

Hopedale 

Capt. Percy Orrell, 34 Mendon St., 
Milford 2632 
1-2-3-4-656-7-8-9- 10 
11 - 15 - 16 - 2 s72x90" 
250t 

Lynn 

Massachusetts Motion 
vice, Inc., Mr. M. J. 
Market St. 

9 


7 10 - 11 
7-18 - 19 - 20 
x96” - 750t 


) 2 
oa *- @40 * 


Picture Ser- 
Samiljan, 35 


1-2-$3-4-6§6§-6-7-8-9 
11 - 13 - 15 - 16 - 17 - 18 - 19 
20 - 21 - 22 - 23 - 24 s9x12’ 
2500t 

Quincy 


Stanley-Winthrop’s, Inc., Mr. G. S 


Follis, 90 Washington St. (69) 
MAyflower 9-0253 
1-2-$-4-§-6@6-7-8-9 
10 - 11 14 - 15 16 - 17 - 18 
19 - 20 - 22 - 23 - 24 s9x12 
S000t 

Springfield 


Movocco Film, Mr. Richard Wiatrow 


ski, 14 Leonard St. (4) phone 
4-1720 

L1-23-39-4-§-7 gs .8s 
11 - 13 - 14-15 - 16 - 17 - 18 
19 - 20 - 21 - 22 - 23 - 24 - s12x12’ 
2300t 
Valley Cinema, Mrs. Edward C. 


Tremble, Jr., 958 State St. (9) 
2 


§.6-8 9-10 
] 


i 
li - 12 - 13 - 
20 


14-15 - 16 - 17 

18 - 19 - 21 - 22 23 - 24 
s - 200t 

Worcester 

Bailey Film Service, Mr. Francis 
H. Bailey, 59 Chandler St., phone 
41-0214 
1-2-3-4-§6-6-7-8-9 
10-11 -12-13-14-15-16-17 
18 - 19 - 20 - 22 - 23 - 24 - s9x12’ 
200t 


NEW HAMPSHIRE 
Manchester 
A. H. Rice Co., Ine., Mr. A. H. (Jack) 


Rice, 78 W. Central St. phone 
3-9842 
1-2-3-4-65-7-8-9-410 
11 - 13 - 14 - 15 - 16 - 18 - 19 
20 - 22 - 23 - 24 - s10x12’ - 300t 


Rice Film Co., Mr. Marshall J. Rice, 
123 Pleasant St., phone 5-7281 
BeBe Be- 8. G-7.~ 8 - B - 
11 - 15 - 16 - 20 - 22 - 23 - 510x110’ 
1200t 


RHODE ISLAND 

East Providence 
Nat Faunce Audio-Visual Service, 
Mr. Nat L. Faunce, 210 Waterman 
Ave. (14) phone 1-1448 
1-2 S % 5 ll - 15 16 
18 - 22 - 23 - s52x70” 

Providence 
Mr. Avard J. Sloat, 640 Greenville 
Ave. (11) CEnterdale 1-7415 


l 2 3-565-8-9 11 15 - 22 
s5x7 350t 
United Camera Exchange, Inc., Mr. 


Aaron Davis, 607 
St. (3) UNion 1-2654 


Westminster 


1 2-3-4-6565-7-8-9- 10 
11 - 12-13 14 Mm « 36 « 37 
18 - 19 - 2 21 - 22 - 23 - 24 
s6xk8 100t 

Westcott, Slade & Balcom Co., Mr. 
B. H. Slade, 95 Empire St. (3) 
GAspee 1-7256 
1-2-3 1-5 7 8 11 - 15 
16 - 18 21 22 23 s52x72 
216t 

Westerly 


Payne Motion Picture Service, Mr. 
Gerald H. Payne, United Theatre 
Building, phone 4739 

» 2 a Bo & 7-8-9 

5 16 - 18 - 20 

39x12’ 


Tes 22 ee 
91 - 22 - 23 - 24 





MIDDLE ATLANTIC 


WASHINGTON, D. C. 


Paul L. Brand & Son, Mr. Paul L. 
Brand II, 2153 “K” St., N.W. (7) 
REpublic 7-1803 
l 2-3-4 5 6 7 8. 9 

10 - 11 


13 - 15 16 - 17 18 
19 - 20 - 21 - 22 - 23 - 24 - s9x12 
1000t 


Roy G. Epperley & Company, Mr. 
Roy G. Epperley, 725 12th St., 
N.W. (5) NAtional 8-2223 
1.3-9- i] - 15 16 18 19 


21 - 22 - 23 - s7x7 Hoot 
Educational Services, Mr. Herman 
Weinstein, 1702 “K” St. (6) 


“The” Film Center, Mr. C. T. 
Chandler, 915 12th St., N.W., 
EXecutive %-7402 
2 1 5 6 ~ y 1] 15 


16 - 20 - s9x12’ - 5000t 
Wilson Gill, Inc., Mr. Wilson FE. Gill, 


1217 Eye St., N.W. (5) STerling 
$-1217 

1-2 | 5 10 11 12 - 13 
14 15 16 17 18 19 - 20 
21 22 23 24 9x12 


Modern Talking Picture Service, 
903 15th St., N.W. (5) StTerling 
3-6611 (Branch of Modern Tall 
ing Picture Service, New York, 
N.Y.) 

10 - 150t 

Visual Devices Co., Mr. H. 
bury, 1025 15th St., 
Sterling 3-6354 
1-6-11-13 - 14- 15 - 16-17 
18 - 19 - 20 23 - 


M. Brad 
N.W. (5) 





KEYS TO 


SPECIFIC SERVICES 
LISTED BY 
A-V DEALERS 


Numbers following each dealer's 
listing refer to products and ser 
vices offered as of January, 1954 
when the information in this direc 
tory was completed. Individual 
products and services to which the 
numbers refer are as follows: 


SALES 


1—Audio-visual equipment and 
accessories sales 

2—16mm film sales 

3—Filmstrip sales 


+n TIlE 

SERVICES 

1—Equipment repair service 
5—Projection service 
6—Projection room available 


FILMS AVAILABLE 


7—Educational and informational 
films for rental 
8—Entertainment films for rental 
9—Religious films for rental 
10—-Sponsored (free) films avail 
able. (The number of film titles 
available for loan is indicated 
at end of each listing, e.g. 
“1200t" indicates that the 
dealer has 1200 film titles.) 


RENTAL EQUIPMENT 
AV AILABLE 


11—-16mm optical sound projector 
12——-l6mm are projector 
13—1l16mm magnetic sound 
projector 
14--16mm continuous or repetitive 
projection equipment 
i5—35mm filmstrip projector 
(silent) 
16—Slide projector 
17—-Slide continuous or repetitive 
projection equipment 
18 Opaque projector 
19—-Overhead projector 
20-——Sound slidefilm equipment 
21--Stereo projector 
22—-Record and transcription 
playback equipment 
5 Tape recorder 
1—Publie address system 
s—Projection screen, Dimensions 
of largest screen size available 
for rental is indicated in feet 
() or inches ("), 
t—The number of film titles avail 
able is indicated at the end of 
each listing, e.g. “1200t” indi 
cates that the dealer has 1200 
film titles, 
SPECIAL NOTES 
Postal zone numbers are given in 
parentheses following the 
address 
An asterisk (*) indicates a 
branch office of a dealer firm, The 
name, city and state of the head 
quarters office is given in paren 
theses following the address of the 
bran h 
In a few 
able to get 


street 


NAVA was un 
from the dealer infor 
mation on the products and services 
he offer In those cases only the 
name and address are given. 


CAaSeSs, 


Copyright 1954 
Audio-Visual 
Ine. 


National Association, 


e Material in these listing 
is fully protected by copyright. 
Information is printed as received 
from the National Audio-Visual 
Association, who should be notified 
of any errors. 


(See Details on Final Page) 


pages 





MARYLAND 


Baltimore 

Collins Motion Picture Service, Mr 
James W. Collins, 502%-506 St. 
Paul Place (2) SAratoga 7-0215 
1-2-83-4-6-7-8-10- 11 
12 13 15 - 16 18 - 20 - 22 
23 - 24 824x24 

Folkemer Photo Service, Mr. Paul 
L. Folkemer, 927 Poplar Grove St. 
(16) LOngwood §-1430 
1-2-3-4-6-6-7-8-9 
11 - 18 - 14 - 15 - 16 - 17 - 18 
20 - 21 - 22 - 23 - 24-8 - 300t 

Lewy Studios, Mr. Edward H. Lewy, 
853 N. Eutaw St. (1) MUlberry 
5-2009 
1-2-3.-4-6-7-8-9 - il 
18 - 14 - 15 - 16 - 17 - 18 - 20 
22 . 23 - 24 - s8x10 - 200t 

*The Methodist Ae ry A House, 
Visual Aid Dept., 516 N. Charles 
St. (3) SAratoga 7- _# (Branch 
of Methodist Publishing House, 
Nashville 2, Tenn.) 
1-3-7-8-9 - 200 

Stark Films, Mr. Milton Stark, 
Howard & Centre Sts. (1) LEx- 
ington 9-3391 (Store No. 2, 2029 
E. Monument St., Zone 5) 
1-2-3-4-6-6- 
10 11 12 -13 - 14 
17 - 18 19 20 - 21 
89x12’ 

Cambridge 

Hobby Horse Visual Aid Service, Mr 
V. B. Bishop, 4 Race St., phone 
1503W 
1 2-3-4 6-7-8-9 - il 
15 - 16 18 20 - 21 22 23 
24 - 6x8’ ~- 40t 

NEW JERSEY 

Montclair 

Visual Aids, Inc., Mr. Stanley Gen- 
try, P. O. Box a phone 3-2628 
1-3-4-6-8-14-156-16-17 
18 . 19 - 20 - 22 - 23 - 24 - s9x12 

Newark 

L. Kaltman & Sons, Inc., Mr. Ed 
Kaltman, 287 Washington St. (2) 
MArket 2-7154 
re et | 4 6-7-8-9-10 
11 -12-18-14- 16 - 16-17-18 
19 - 20 - 21 - 22 - 23 - 24 - 12x12 
700t 

J. C. Reiss Company, Mr. Bob Bidel 
man, 10 Hill St. (2) 

Plainfield 

Howard W. Boise, Inc., Mr. 
Kadar, 144 E. Front St., 
6-2397 
1-2-3-4-6-11-16-16-18 
22 - 23 

Ridgefield 

*Association Films, Broad & Elm 
Sts., MOrsemere 6-8200 (Branch 
of Association Films, New York, 
N.Y.) 
At 

Ridgewood 

Art Zeiller Co., Inc., Mr. Art Zeiller, 
26 Hudson St., OLiver 2-1705 
3-9-4-§.8-9. i] - 12 
15 - 16 17 18 - 19 - 20 - 21 
22 - 23 - 24 - sl2x12 §00t 

NEW YORK 
Albany 

Carey Audio-Visual Company, 
Alan Carey, 12 Providence P! 
ALbany 5-0222 
l | i 
15 16 18 
s&x10 

Division of Audio-Visual Aids, Rev. 
Ivan H. Ball, 68 8S. Swan St., AL 
bany 6-1193 
1-3-8-9 - 300t 

Hallenbeck & Riley, Mr. Donald C. 
Hallenbeck, 562 Broadway 

*Wilber Visual Service, 119 State 
St. (7) phone 4-2426 (Branch of 
Wilber Visual Service, New Berlin, 
N.Y.) 
1-2-3-4-656-7-9-11 12-13 
14 - 15 - 16 - 17 - 18 - 19 - 20 
22 - 23 - 24 - s9x12' - 300t 

Brooklyn 

Fisher Studio, Inc., Mr. Robert V. 
Fisher, 803 Lincoln Pl. (16) PRes- 
ident 4-8300 
1-4-6 - 11 - 18 - 15 - 16 - 18 
20 . 21 - 22 - 23 - 24 - s4x6 - 500t 


Joseph 
phone 


10 - 1400t 


Motion Picture Projection Service, 
Messrs. J. R. & R. E. De Meo, 
4590-A Kings Highway (34) 
ESplanade 7-3343 
i 5 8-9 -.-10-11 - 12 - 15 
16 20 21 - 23 - 24 - 810x110 
45t 


Buffalo 


Bacon & Vincent Co., Inc., Mr. Herb- 
ert M. Emminger, 1 Ellicot St. 
(3) MAdison 0490 
1-2-3-4- 19 - 20 - s70x70" 

Buchan Pictures, Mr. Fred 8S. Bu- 
chan, 122 W. Chippewa St. (2) 
MAdison 1805 
1-4-565-6-7-8-9-410- 11 
12 - 15 - 16 - 20 - 22 - 23 - s9x12 
1000t 

*Ideal Pictures, 1558 Main St. (9) 
GArfield 3782 (Branch of Ideal 
Pictures, Chicago, Ill.) 
1-2-3-6-7 

11 - 15 - 16 - 20 - 88x10’ ~- 2500t 

Renner Motion Picture Service, 
Messrs. Q. P. & Q. E. Renner, 539 
Genesee St. (4) MOhawk 6429 

4-6-7-8 -9- 410 
‘ 14 - 15 - 16 - 18 - 20 
3 - 24 - s8x10 - 2000t 

Flushing, L.1. 

Mr. Charles J. Giegerich, 42-20 Kis- 
sena Blvd. (55) FLushing 3-1130 
l 8-4-5-7-8-9 

Hicksville 

Visual Aid Service, Mr. Walter B. 
Lundman, 12 Indiana St., phone 
38-9310 
Ls 3-6-9 11 - 16 - 16 - 22 
2: s70x70" - 165t 


8-9 - 10 


eel 

Council Films, Inc., Mr. Roger C. 
Marmon, 50 N. Main St., Ploneer 
6-3343 

l , -7T-8-9 - 10 

11 16 -16-2 22 - 23 - s7x9’ 
1650t 

Middletown 

H. B. Miles Experimental Lab., Mr. 
H. B. Miles, 17 Lenox PIl., phone 
8007 
l 2-4-6-11-138 - 15 - 16 
18 22 - 23 - 24 - s9x12’ 

Mount Vernon 

Audio Film Center, Mr. 
Bresnick, 10 Fiske PI., 
8-9107 
2-7-8-9- 10 ~ §00t 

New Berlin 

Wilber Visual Service, Mr. Floyd A. 
Wilber, 28 Genesee St., NOrwich 


Myron 
phone 


7-8-9-410 
15 - 16 - 18 


-s8 


York City 


Association Films, Mr. J. R. Bing- 
ham, 347 Madison Ave. (19) 
MUrray Hill 5-8573 
2-3 7-8-9 - 10 - 1300t 

Audio Film Center, Mr. Laurence 
Saltzman, 38 W. 32nd St., CHick- 
ering 4-1044 
1-2.-5-7 11 - 1500t 

Bg J. wr | & ‘Co. Inc., Mr. E. J. 
Barnes, 45 Rockefeller Plaza (20) 
PLaza 7-0200 
l 4 11 - 12 - 18 - 14 ~- 15 
16 17 - 18 - 19 - 20 - 21 - 22 
sllxl4 

Stanley Bowmar Co., Mr. 
Bowmar, 513 W. 

LOrraine 8-7200 

1 3 

Brandon Films, Inc., Mr. Tom Bran- 

don, 200 W. 57th St. (19) ClIrcle 

6-4868 

l 2 5-7-8 -9-+ 11 - 15 

16 - 20 - six7 - 2000t 


Stanley 
166th St. (32) 


ace INC. EST. 


Crawford & Immig, Inc., Mr. Alan 
F. Immig, 265 W. 14th St., WAt- 
kins 4-8430 
1-4-6-11-13 - 14- 15 - 16 
17 - 18 - 19 - 20 - 21 - 22 - 23 
24 - s9x12 

The Filmstrip House, Miss Lenore 
E. Gross, 15 W. 46th St. (36) 
CIrele 5-4043 
1 oa 3 

*Ideal Pictures, 233-239 W. 42nd 
St. (36) LAckawana 4-0916 
(Branch of Ideal Pictures, Chica- 
go, Ill.) 
1-2-3-6-7-8-9 - 10 
16 - 16 - 18 - 20 - 22 - s6x7 
3000t 

Institutional Cinema Service, Mr. 
Herman Ross, 1560 Broadway 
(19) PLaza 17-3633 
2-7-8 -9 - §000t 

*The Jam Handy Organization, Her- 
man Goetz, Jr., 1775 Broadway 
(19) JUdson 2-4060 (Branch of 
The Jam Handy Organization, De- 
troit, Mich.) 

*The Methodist Publishing House, 
Visual Aid Dept., 150 Fifth Ave. 
(11) WAtkins 4-9300 (Branch of 
Methodist Publishing House, 
Nashville, Tenn.) 
1-3-%7-8-9 - 1450t 

Modern Talking Picture Service, 
Mr. Frank Arlinghaus, 45 Rock- 
efeller Plaza (20) JUdson 6-3830 
10 ~ 200t 

Movies U. 8. A., Inc., Miss Sophie 
C. Hohne, 729 7th Ave. (19) 
CIrele 5- 517 5 
10 

Nu-Art Films, Inc., Mr. William K. 
Hedwig, 112 W. 48th St. (19) 
JUdson 6-5480 
. =n ee ee «8 = F.48 «oF 
15 - 16 - 23 - s8x10' - 1500t 

Rochester 

James E. Duncan, Inc., Mrs. R. B. 
Walsh, 139 N. Union St. (5) 
HAmilton 2780 
1-2-3-4-6-6-8-9-10 
11 - 15 - 16 - 18 - 19 - 20 - 22 
23 - 24 - s6x8' - 1300t 

Watertown 

Severance Photo, Inc., Mr. Paul J. 
Severance, 46 Public Square, 
phone 667 
Re B32 B= $s 8 
15 - 16 - 18 - 22 - 

Westbury 

Ken Killian Sound and Visual Prod- 
ucts, Mr. Ken Killian, 17 New 
York Ave., phone 7-2733 

2-3-4-6-11 - 12 - 13 
ee es ee 
- 23 - 24 - s9x12’ 

White Plains” 

*Pix Film Service, 25 Lee Ave., 
Greenwich 8-0715 (Branch of Pix 
Film, Greenwich, Conn.) 
1-2-3-4-6§.-6-7-8-9 
ll - 12 - 13 - 14 ~- 15 - 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
sl2x12 - 2500t 

PENNSYLVANIA 

Bethlehem 

Hartley's Motion Picture Division, 
Mr. Don Hartley, 509 W. Broad 
St., UNiversity 6-2077 
1-3-3-4-§-6-7.-83-9 
11 - 12 - 13 - 15 - 16 - 18 - 22 
23 - 24 - s9x12’ - 1500t 

Clearfield 
Kurtz Bros., Mr. J. Lisle Reed, 
4th & Reed Sts., phone 5-6561 
1-3 

Erie 

Grise Film Library, Mr. Francis V. 
Grise, 105 E. 9th St. (1) phone 
2-4465 
1-2-3-4-65-7-8-9-410 
11 - 15 - 16 - 20 - 23 - s6x8 - 500t 

Glenside 

Christian Youth Cinema, Inc., Rev. 
Harry G. Bristow, Jr., Ogontz 
5211 
1-2-3-4-6-7-8-9- 10 
11 - 12 - 18 - 15 - 16 - 20 - 22 
23 - 24 - sl8x24 - 500t 

Harrisburg 

Ace Audio-Visual Supply, Mr. War- 
ren H. Cook, 1319 Derry St., 
phone 8-5721 
1-2-3-4-65-7-8-9- 11 

- 18 - 14 - 15 - 16 - 17 - 18 
20 - 21 - 22 - 23 - 24 - s9x12’ 


- 8 - 10 - 11 
23 


James Lett Co., Mr. W. D. Morrow, 
225 N. 2nd St., phone 4-4187 
1-2-4-6-6-8-11-13 - 15 
16 - 17 - 18 - 20 - 21 - 23 - s8x10’ 
200t 

. P. Lilley & Son, Mr. J. K. Lilley, 
928 N. Third St., phone 8-8123 
1-2-3-4-5-7-8-9-10 
11 - 12 - 13 - 14 - 15 - 16 - 17 
18 - 19 - 20 - 22 - 23 - 24 - s12x12’ 
3000t 

Hawthorn 


Audio-Visual Aids, Mr. B. E. 
phone 41-R-2 
1-2-3-4-6-.-7-8-9- 11 
12 - 13 - 14 - 15 - 16 - 17 - 18 
19 - 20 - 21 - 22-23 . 2-=s8 
1000t 

Johnstown 


The Camera Shop, Mr. H. H. Strayer, 
529 Main St., phone 5-5601 
1-2-3-4-5-7-9-11-13 
15 - 16 - 18 - 20 - 21 - 22 - 23 - 24 
s10x10° - 375t 


George, 


Philadelphia 


Osear H. Hirt, Mr. Oscar H. Hirt 
Jr., 41 N. 11th St. (7) WAlnut 
2-5663 
1-4-5-6-7-9-11-18-15 
16 - 18 - 20 - 21 - 22 - 23 - s70x70” 

*Ideal Pictures, 1733 Sansom St. 
(3) Rittenhouse 6-3892 (Branch 
of Ideal Pictures, Chicago, IIl.) 

Kruger Motion Picture Service, Mr. 
Ted Kruger, 3145 N. Broad St. 
(32) BAldwin 3-5300 
Be ZBeGuHh- 8 - W- 21 ~« 
16 - 20 - 23 - s8x10' - 1000t 

*Modern Talking Picture Service, 243 
S. Broad St., Kingsley 5-2500 
(Branch of Mode “mn Talking Pic- 
ture Service, New York, N.Y.) 
10-300t 

Lippincott Pictures, Inc., Mr. H. 
Palmer Lippincott, 4729 Ludlow 
St. (39) GRanite 2-0150 
ne B-B-2-4~-§-6-.7-8-9 
11 - 12 - 13 - 14 - 15 - 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s12x16' - 225t 

Welsh Studios, Mr. Frank Perugini, 
1209-11 E. Chelten Ave, (38) 
Livingston 8-4611 
1-4-§-6- ii - 13 - 14 ~- 1§ 
16 - 17 - 18 - 19 - 20 - 21 - 22 
23 - s8x8’ 

Williams, Brown & Earle, Inc., Mr. 
Robert P. Abrams, 904-06 Chest- 
nut St. (7) PEnnypacker 5-7320 
1-2-3-4-6§-6-7-10- i] 
12 -13-14-15-16-17-18-19 
20 - 21 - 22 - 23 - 24 - s12x12’ 


Pittsburgh 


Appel Visual Service, Mr. Charles F. 
Appel, 1435 Penn Ave. (22) 
GRant 1-0446 
1-4-6-10-11-12-13-14 
15 - 16 - 17 - 18 - 19 - 20 - 21 
22 - 23 - 24 - s10x14’ 

. E. Foss Co., Mr. S. J. Patterson, 
2422 Saw Mill Run Blvd. (34) 
PLantation 1-0965 
1-2-3-4-5-11- 

16 - 18 - 19 - 20 - 23 

s70x70” 

*The Jam Handy Organization, Jim 
McCollum, Gateway Center (22 
EXpress 1-1840 (Branch of The 
Jam Handy Organization, Detroit, 
Michigan.) 

*Kurtz Bros., 8033 Bennett St. (21) 
(Branch of Kurtz Bros., Clear- 
field, Pa.) 

*The Methodist Publishing House, 
Visual Aid Dept., 642 Smithfield 
St. (30) GRant 1-9232 (Branch 
of Methodist Publishing House, 
Nashville, Tenn.) 
1-3-7-8.9 

*Modern Talking Picture Service, 
339 Blvd. of Allies (22) GRant 
1-9118 (Branch of Modern Talking 
Picture Service, New York, N.Y.) 
5 - 10 - 185t 

United Presbyterian Church, Rev. 
O. L. Kuhn, Department of Audio- 
Visual Education, 209 9th St. (22) 
GRant 1-0145 
1-3.6-9- il] - 1$ - 
18 - 20 - 22 - 23 
500t 


15 - 16 
- 24 - s10x10’ 








Visual Arts Films, Mr. L. D’Antonio, 


3524 Fifth Ave. 
1-1130 
1-2-3-4-5-7-8-9-I11 
13 - 14 - 15 - 17 - 18 - 19 - 21 
22 - 23 - 24 - sl2x12’ - 750t 

Clem Williams Films, Mr. Clem 
Williams, 623 Wylie Ave. (19) 
ATlantic 1-8642 
§-7-8-9- 10 - 14 - 15 - 16 
20 - 22 - 23 - 24 - s9x12’ - 2500t 

Reading 

Hollywood Film Service, Mr. Carroll 
S. Fassnacht, 841 Penn St., phone 
5-4933 
1-2-3-4-5-6-7-8-9 
11 - 15 - 16 - 17 - 18 - 20 - 22 
23 - s52x70” - 600t 

Sharpsville 

L. C. Vath Audio-Visual Aids, Mr. 
L. C. Vath, P. O. Box C, Sharon 
2-5204 
1-2-3-4-5-6-7-8-9 
11 - 15 - 16 - 18 - 20 - 21 - 22 - 23 
24 - s8x8' - 1600t 


(13) MAyflower 





WEST VIRGINIA 

Charleston 

Haley Audio-Visual Service, Mr. J. 
G. Haley, P. 0. Box 703 (23) 
Capitol 2-2927 
et Sey Serer 
12 - 15 - 16 - 20 - 21 - 22 - 24 
sl0x14 - 250t 

Mr. Elmer V. Simpson, 818 Virginia 
St., West (2) CApitol 6-6731 
1-2-3-4-5-8-9-10- 11 
12 - 15 - 16 - 18 - 20 - 22 - 23 
s6x6' - 1000t 

Clarksburg 

Kyle & Company, Mr. T. G. Kyle, 
Court Street & Washington Ave., 
phone 4-5481 
1-2-3-4-%7-8-9-11-12 
138 - 14 - 15 - 16 - 17 - 18 - 19 
20 - 21 - 22 - 23 - 24 - s7x9 - 285t 

Morgantown 

Mrs. Harry L. Barr, 450 Elm Street, 
phone 7244 
1-3-4-5-7-8 - 11 - s52x72° 





SOUTHEASTERN REGION 


ALABAMA 
Birmingham 


*Wilfred Naylor Division, Alabama 
Photo Supply, 2114 8th Ave., 
North, phone 4-4459 (Branch of 
Alabama Photo Supply, Montgom- 
ery, Ala.) 
1-2-3-4-5-6-7-8-9- 10 
11-12-138-15-16-17-18-19 
20 - 22 - 23 - s9x12’ - 1000t 

Standard School Service, Mr. E. W. 
Robinson, 3827 First Ave., North, 
phone 9-6196 
1-3-4-65-11-12-13-14 
15 - 16 - 18 - 22 - 23 - 24-s 

*Stevens Pictures, 217 North 22nd 
St., phone 541982 (Branch of 
Stevens Pictures, Atlanta, Ga.) 
1-2-83-4-5-7-8-9-10 
15 - 16 - 18 - 23 - s52x70” - 5000t 


Montgomery 


Alabama Photo Supply, Mr. Wm. W. 
Birchfield, 15 S. Court St., phone 
3-0588 
1-2-3-4-5-6-7-8- 9 
10 - 12-138 - 15 - 16 - 18 - 19 - 20 
21 - 22 - 23 - 24 - s9x12’ - 800t 

John R. Moffit Co., Messrs. John R. 
Moffit and Warren G. Booth, 108 
N. McDonough (4) phone 22504 
1-3-4-5-8-9-11-12-13 
14-15 - 16 - 18 - 19 - 20 - 22 - 23 
24-s - 300t 

Photo-Sound Co. Mr. Rush “Pep” 
Powell, 166 Church St., P.O. Box 
63, phone 2-4806 
B-8-4-§- 7-8-9 - ii 
13 - 15 - 16 - 18 - 19 - 22 - 23 
s8x10° - 170t 


FLORIDA 


Fort Lauderdale 

Mr. Gordon S. Cook, P. O. Box 2049, 
phone 2-0734 
1-2-3-4-65-7-8-9- 10 
11 - 12 - 138 - 15 - 16 - 18 - 19 
20 - 22 - 23 - 24 - s6x8’ - 50t 

Jacksonville 

*Orben Pictures, 1615 Hendricks 
Ave., phone 9-1906 (Branch of 
Stevens Pictures, Atlanta, Ga.) 
1-2-3-4-5-7-8-9-410 
11 - 18 - 16 - 16-18 -19 - 
22 - 23 - s8x10' - 250t 

Miami 

*Ideal Pictures, 1331 N. Miami Ave. 
(36) phone 2-8173 (Branch of 
Ideal Pictures, Chicago, Il.) 
1-2-3-4-65-7-8-9-10 
11 - 12 - 18 - 14-15 - 16-17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s9x12’ - 800t 

*Stevens Pictures of Florida, Inc. 
9536 N. E. 2nd Ave. (38) phone 
78-2080 (Branch of Stevens Pic- 
tures, Atlanta, Ga.) 
1-2-3-4-65-6-8-9-10 
15 - 16 - 18 - 19 - 20 - 22 - 23 - 24 
s8x10° - 500t 





Orlando 

Bowstead Movie Camera Shop, Mr. 
Charles H. Evans, Jr., 1039 N. 
Orange Ave. phone 2-1515 
1-2-3-4-6-6-7-8-9 
11 - 138 - 15 - 16 - 18 - 20 - 21 
22 - 23 - s52x70” - 100t 

Tony Martucci Co., Mr. S. J. Mar- 
tucci, 901 Shady Lane, P. O. Box 
2695, phone 2-2820 
1-$8-4-6§-6-11 ~. 14 - 1§ 
16 - 17 - 18 - 20 - 22 - 23 - 24 
s8x10° - 100t 


Tallahassee 
The Klemer Visual Service, Mr. 
David Klemer, 200 S. Adams, 


phone 2-4029 
1-2-3-4-5-7-8-9- 10 
11 - 15 - 16 - 22 - 23 - s52x70” 
40t 

Tampa 

Florida Audio Visual Service, Mr. 
Jack C. Freeman, 3109 Bay-to-Bay 
Rd., phone 64-6771 
1-2.83-4-6-.- 11 - 18 - 15 
16 - 18 - 19 - 20 - 22 - 23 - 24 
s52x70” 

Southern Photo & News, Mr. Robert 
M. Mallory, 608 E. Lafayette St. 
(2) P. O. Box 503, phone 2-4239 
1-2-3-4-5-6-7-8-9 
10 - 11 - 138 - 14 - 158 - 16 - 18 


19 - 20 - 22 - 23 - 24 - s6x8’ 
2000t 
Tampa Movie Center, Mr. Paul 


Rubenstein, 228 S. Franklin St. (2) 
phone 2-1168 
1-2-$-4-§-6-8-11 - 15 
16 - 18 - 20 - 22 - 23 - 24 - s6x8’ 
1400t 


GEORGIA 
Atlanta 


Calhoun Company, Mrs. Hazel Cal- 
houn Sherrill, 235 Ponce DeLeon, 
N.E. (5) ELgin 8288 
1-2-3-4-6-7-9-10- 11 
13 - 15 - 16 - 18 - 19 - 20 - 22 
23 - 24-s - 500t 

Colonial Films, Mr. Taylor Hoynes, 
7i Walton St. N.W., ALpine 5378 
1-2-3-4-65-6-8-10- 11 
13 - 14 - 15 - 16 - 17 - 18 - 19 
20 - 21 - 22 - 23 - 24 - s9x12’ - 250t 

*Ideal Pictures, 52 Auburn Ave., 
N.E. CYpress 7643 (Branch of 
Ideal Pictures, Chicago, Il.) 
1-3-39-42«+§-7-8-98§ - 10 
11-12-13-14-15-16-18-19 
20 - 22 - 23 - s7x9 - 3000t 

*Methodist Publishing House, Visual 
Aids Dept., 72 Broad Street, N.W., 
WAlInut 8935 (Branch of Meth- 
odist Publishing House, Nashville, 
Tenn.) 
1-3-7-9 - 275t 

*Modern Talking Picture Service, 
247 Spring St., S.W. (3) (Branch 
of Modern Talking Pictures Ser- 
vice, New York, N.Y.) 

10 











Stevens Pictures, Inc., Mr. E. H. 


Stevens, 101 Walton St., N.W. 
(3) WAlnut 3479 
ees He ea eS 


l 
11 - 13 - 14 - 15 - 16 - 18 - 20 
22 - 23 - 24 - 9x12’ - 5000t 

Augusta 

Audio Visual Center, Mr. R. G. 
Smith, Jr., 216 12th St., phone 
2-0591 
1-2-3-4-656-8-9- 11 - 16 
16 - 17 - 18 - 19 - 20 - 22 - 23 
24 - s6x8 - 400t 

Columbus 

Seban, Inc., Mr. Curt Drady, 404 
llth St., phone 2-7337 
1-2-383-4-65-.8 -9- 10 
11 - 15 - 16 - 22 - 23 - 24 - s52x70” 
300t 


KENTUCKY 
Lexington 
D. T. Davis Co., Mr. D. T. Davis, 
178 Walnut St. (34) phone 2-5970 
1-2-3-4-65-7-8-9- 11 
13 - 14-15 - 16-17 - 18 - 20 - 22 
23 - 24 - s8x10° - 1000t 


Louisville 


The Chas. H. Bunch Co., Mr. Chas. 
H. Bunch, 337 N. Main St. (2) 
WAbash 8488 
Hr n | 

D. T. Davis Co. of Louisville, Inec., 
Mr. W. G. Kirtley, 2000 Cherokee 
Parkway, Highland 6060 

-2-$-4-6-7-8-9 - 10 
bk @ 33 - 13. Be 16 @ 17 le 
19 - 20 - 22 - 23 - 24 - s8x10’ 
1000t 

W. D. Gatchel & Sons, Mr. Frank 
Gatchel, 431 W. Walnut St. (2 

Hadden Films, Inc., Mr. C. M. Had- 
den, 422 W. Liberty St. (2) JAck- 
son 8418 
1-2-3-4-6565-6-7-8.9 
10 - 11-13 -15-16-17-18-19 


20 - 21 - 22 - 23 - 24 - s9x12’ 
2000t 
Kentucky School Equipment Co., 


Mr. Thomas A. Griley, 119 S. 
Fourth St. (2) WAbash 5161 

1-$8-4-§-6-%7-§ «9 = 10 
11 - 18 - 16 ~- 16 ~- 17 ~ 18 - 19 
20 - 21 - 22 - 23 - 24 - s6x8’ - 300t 


LOUISIANA 


Alexandria 

Stanley Projection Co., Mr. R. Hilton 
McCrory, 211% Murray  S8t., 
phone 6786 
1-2-83-4-5-7-8-9-410 
13 - 15 - 16 - 17 - 18 - 20 - 21 
22 - 23 - 24 - s70x70” - 600t 

Louisiana Education Service, Mr. W. 
H. Miller, P. O. Box 1386, phone 
4-4079 
1-3-4-6-8-9-11- 165 - 16 
18 - 19 - 22 - 23 - 24 - s52x70” 


New Orleans 


Delta Visual Service, Inc., Mr. Fran- 
cis Didier, 815 Poydras St. (12) 
CAnal 8945 
1-2-3-4-6§6§-6-7-8- 9 
10-11-12-18-14-15-1 
18 - 19 - 20 - 21 - 22 - 23 
s12x12’ - 2120t 

Jasper Ewing & Sons, Mr. Jasper 
G. Ewing, 725 Poydras St. (12) 
RAymond 5257 
1-2-83-4-5 
10-11 -12-13-14-15-16-17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s9x12’ - 150t 

*Stevens Pictures, Inc., 1307 Tulane 
Ave., TUlane 2249 (Branch of 
Stevens Pictures, Atlanta, Ga.) 
1-3-4-6-7-8-9-10- 11 
15 - 16 - 18 - 22 - 23 - 24 - 1500t 

Shreveport 

*Rent-A-Movie Corp., 1601 Market 
St., phone 4-7654 (Branch of Rent- 
A-Movie Corp., Memphis, Tenn.) 
1-2-4-5-8-9-10-11.-14 
15 - 16 - 20 - 22 - 23 - s63x84" 
600t 


6-7-8-9 





NORTH CAROLINA 


Canton 

Southern School Service, Inc., Mr. 
Kin MeNeil, P. O. Box 328, phone 
6400 
1-2-3-4-656-8-11 - 16 - 16 
18 - 22 - 23 - s62x70” 

Charlotte 

Bennett Bros., Ltd., Mr. G. J. Ben- 
nett, Jr., P. O. Box 6218 (7) phone 
6-9076 
1-2-$3-4-5 

Christian Film Service, Mr. C. W. 


Petty, 1302 E. 4th St., phone 
3-5249 
1-2-8-+-4-+656-9- 11 - 16 


16 - 18 - 19 - 20 - 22 ~ 23 - s8x10' 


8300t 
*Modern Talking Picture Service, 
501 N. College St. (6), phone 


5-5815 (Branch of Modern Talk- 
ing Picture Service, New York, 
N.Y.) 
10 ~ 800t 

Hickory 

Wilfong Kendall School Supply Co., 
Misses B. L. Kendall and M. V. 
Wilfong, 111 Arcade Bldg., phone 
3249 
1-3-4-6- 11 
17 - 18 - 22 - 23 - 

Lexington 

Piedmont Film Service, Mr. Jackson 
K. Hearn, P. O. Box 391, phone 
2124 
Le Be Be § « BF - OB = 33 15 
500t 

Raleigh 

National School 
Mr. E. E. 
Ave., phone 

a 


- 12 - 15 - 16 
24-8 


Supply Co., 
Carter, 14 
3-2824 
L~-Z3-3-@+§+6-7.8-9 
10 - 11 - 18 - 14 - 16 - 16 - 17 
18 - 19 - 20 - 22 - 23 - 24 - s9x12 
S000t 


Inc., 
Glenwood 


TENNESSEE 

Knoxville 

Frank L. Rouser Co., Ine., Mr. Frank 
L. Rouser, 315 W. Cumberland, 
P, O. Box 2070 (1) phone 53-6214 
*-2-3-4-6-11-138-14 - 16 
16 - 17 - 18 - 19 - 20 - 22 - 23 
24 - s&8x10’ 

Snap Shop, Inc., Mr. 
son, 615 S. 

4-1621 

L-23-8 4-5-6-7 8-9 

10-11 12-18 -14-165-16-.17 

18 - 20 - 21 - 22 - 23 - 24 - s10x10 

400t 


Bert Thomp- 
Gay St. (2) phone 


Memphis 
*Ideal Pictures, 18 S. 3rd St. (3) 


phone 37-4313 (Branch of Ideal 
Pictures, Chicago, Ill.) 
1-2-3--4- § 6.-.7-8-9 
10-11 12-13 -14-15-16-17 
i8 - 19 20 - 21 22 - 23 ~ 24 
89x12’ 2000t 

*“Modern Talking Picture Service, 
1754 Madison Ave. (4) (Branch 
of Modern Talking Picture Ser 


vice, New York, N.Y.) 
Rent-A-Movie Corp., Mr. H. E&. 
Simpson, 406 8. Second St. (3) 
phone 37-1929 
1-2-3-+-4-6-6-8-9 1] 
12 - 13 15 - 16 - 22 - 23 . 2 
skx10 700t 
Southern Visual Films, Mr. N. Bern- 
stein, 686 Shrine Bldg. (1) phone 
8-4870 
L.-8-8.-§ 1-8-9 - iI 


~ 


15 16 - 18 - 20 - 21 - 22.8 
S000t 
Tayloe Paper Co., Mr. Kermit 


Kaiser, 420 S, Front St. (2) phone 
8-3251 
1-3-4-6-11-13 - 15 - 16 
18 - 19 - 20 - 23 - s9x12’ 
*Tennessee Visual Education Ser- 
vice, 107 E. Calhoun St., (Branch 
of Stevens Pictures, Atlanta, Ga.) 


Nashville 


Baptist Sunday School Board, Mr 
( harles H. Warnock, 161 Sth 
Ave., North (3) phone 41-1631 
] 3 9 11 15 16 - 18 - 23 
s70x70 285t 

The Methodist Publishing House, 
Visual Aid Dept., Mr. H. S. Van 
Deren, Jr., 810 Broadway (2), 
phone 2-1621 
l 2 3 i 5 6 9 
10 1] 12 13 15 16 17 
18 19 20 21 
slixl4 1200t 

Tennessee Equipment & Supplies, 
Mr. H. C. Headden, 116 2nd Ave 

North (3) phone 6-1464 

] 2 3 j 5 Ll 15 16 


) 
99 99 24 


18 22 23 24 

*Tennessee Visual Education Ser- 
vice, 416-A Broad St., phone 
5-7480 (Branch of Stevens Pic 
tures, Atlanta, Ga.) 
l 2 3 1 5-8 10 1] 13 
15 16 1s 20 - 23 - 24 9x12 
2bt 

Visual Education Co., Ine., My 
James J. Howell, 427% Deadericl 
St., phone 42-4862 
l j 5 1] 13 
1s 19 - 20 22 

Savannah 

Churchwell’s, Mr. E. K. Churchwell, 
707° Court St., phone 3379 
l 2 3 5 a y 1] 15 
16 hYx70 100t 


VIRGINIA 


Bristol 

Belew Sound & Visual, Mr. W 
telew, P. O. Box 653, South 
l 2 ; j h 11 12 
15 16 1s lv ae 2o Uxl2 
25t 

Norfolk 

Tidewater Audio-Visual Center, My 
J. M. White, 617 W. 35th St. (8) 
phone 51571 
I 2 } 1 ' 0 10 
1! 15 16 10 


21 ee 2d ‘ x! Hoot 


Richmond 


Capitol Film & Radio Co., Ine., My 
Martin | Hogan, 19 W Mair 
St (20) phone 77-2061 
I 2 ; 1.6.8 1} 15 lf 
20 xx 10 Hoot 

*Ideal Pictures, 219 E. Main St 

(10) phone 71-2973 (Branch of 
Ideal Pictures, Chicago, Il.) 
l 2 ; 1 5 6 ] ~ 9 
10-1) 12-18 -14.16-16-17 
18 1v 0 21 22 25 24 
alx1l2 2HOOt 

"The Methodist Publishing House, 
Visual Aid Dept., 417 E. Grace 
St (16) phone +-1905 (Branch of 
Methodi t Publi hing House, 
Nashville, Tenn.) 

} 7 0 Hoot 

W. A. Yoder Company, Mr. Wil 
lard \ Yoder, 714-16 N Cleve 
land St., phone 6-5405 
1-2.9-4-6- 11 - 12 - 13 
165 - 16-17 18 - 19 - 20 - 22 - 23 
24 Rx lO 

*National Film Service, 202 EB. Cary 
St., phone 2-2808 (Branch of Na 
tional School Supply, 
N. C.) 

l ; i h ] 
15 16 18 - 20 
Hoot 
M. Stackhouse Co., 
Stackhouse, 5808 Patter 
26) phone 5-2871 
2 ; i ‘ 
$-14.15-16-17 
1 22 + | 4 Ox 


Raleigt 


SOUTH CAROLINA 


Columbia 
The R. L. Bryan Company, Mr. Gen 
taker Audio-Visual Department 


1440 Main St., P. O. Drawer 900, 


phone 3-2201 
l 2 } 1 r ’ 11 
13 15 16 Ls lv - 23 (Ox70 
200t 
Palmetto Pictures, Inc., Mr. Edwit 
P. Guerard, 721 Saluda Ave., Five 
Points (11), phone 4-4584 
l 3 1 i) 6 11 15 16 1s 


9°o oo 
“wm pty) 


§h2x70 


EAST CENTRAL REGION 


INDIANA 
Evansville 
Smith & Butterfield, Mr. D. W. 
Hendershot, 305-7 Main St., phone 
2-3261 
] ; 5 } 7 8-99-10 
ll - 15 : s70x70" 
LOOT 
Fort Wayne 
Norris Smitley Motion Picture Ser- 
vice, Mr. Norris Smitley, Stell- 
horn Rd., Route 9, EAstbrook 3444 
] 2 1 5 7 ral 11 24 
9x12 100t 
Gary 
Gary Camera Co., Mr. Joe Janowski 
619 Washington, phone 2-6032 
l yA i 5 7 » 9 - 10 
11 13 15 16 17 - 20 - 21 - 23 
70x70 100t 


Indianapolis 


Indiana Visual Aids Co., Inc., Mr. M 
| Stoeppelwe rth, 726 N. Illinois 
t. (6) Lincoln 7312 
2 ; l 5 6 7 . 9 
l 12 LS 15 16 17 18 


v 20 22 23 - 24 5x10 


] 
l 
] 2 
1YbOt 
Modern Audio-Visual Division, Al- 
lied, Inc., Mr. C. L. Rothermel, 325 
N. Illinois St. (4) Lineoln 1451 
] ; j 
Modern ‘Talking Picture Service, 
Ine.., 102 i Vermont St (4) 
PLaza 65331 (Branch of Modern 
la Picture 
Yor! y.Y.) 
10 
W. H. Rodebeck Co., Mr. W. 
Rodebeck, 15 E. Maryland St. 
IMperial 6588 
? 1 5 6 
15 16 () 


LOvt 


Service, New 


Pierceton 

Lake-land Educational Sales, 
San 5 Shirk, 401 8 First 
phone 125 
l } j E 1] 15 16 

South Bend 

Burke's Motion Picture Co., Mr. E. 
F. Burke, 434 Lincoln Way, West 
(1) phone 4-1615 
l ; 1 5 7 as ( 10 
11 15 16 18 20 22 24 
10x10 1voot 

Smith's Audio-Visual Service, Mr. D 
W Smith, 128 W. Washington 
(8) phone 53-2674 
l ; 1.f 6 11 13 15 16 
L7 1s 20 - 21 22 23 sx10 

Union City 

Projection Equipment Co., Mr. 
George Wenger, phone 661 
l ; j 


MICHIGAN 


Battle Creek 

Krum’s Audio-Visual, Mr. Paul M 
King, 35 E. Michigan, WOodward 
l ; 

LS 15 16 
175t 

Bay City 

Olson Anderson Company, Mr. Olson 
Anderson, 1118 MeKinley Ave., 
phone 7026 


| ? ; | 
Detroit 


Engleman Visual Education Service, 
Lew! M Lash, 1754 Wood 
rd Ave. (1) TEmple 1-5972 
/ ; | 5 6 7 s 9 
15 16 17 
20 9x12 


LHoort 
Ideal Pictures, 7338 Woodward 
Ave. (2) TRinity 3-0355 (Branch 
f Ideal Pictures, Chicago, Il.) 
l j » 7 s ” 10 11 
15 16 0) 22 23 - s - 750t 
The Jam Handy Organization, 2521 
E. Grand Blvd. (11) TRinity 5-2450 
l ; ; j ] 10 


*The Methodist Publishing House, 
Visual Aid Dept., 28 E. Elizabeth 
St. (1) WOodward 2-3228 (Branch 
of Methodist Publishing House, 
Nashville, Tenn.) 

3-7-8. 9 - 400t 

Todd Visual Service, Mr. H. H. Todd, 
16019 Hamilton Ave. (3) TOwn- 
send 88-4120 
1-3 4-§-10.- 

16 18 - 20 22 - 2 

Flint 

Brice RCA Sales, Mr. Theodore G. 
Brice, 4417-19 N. Saginaw St. 
(5) phone 35-4423 
l Zz 3 4-5§-7-8-9- 11 

12 13 14 - 15 - 16 - 20 - 22 

23 24 - s9xl2 - 500t 

Jensen, Inc., Mr. Ernest Jensen, Ho- 
tel Durant Bldg. (1) phone 9-3171 
l Z be Bao Ge Ge Fa Be ® 
ll - 13 14 15 16 - 17 - 18 
20 - 21 - 22 - 23 - 24 - s6x8' - 800t 

Kalamazoo 

Locke Films, Inc., Mr, Alden D. Lep- 
ley 124 W. South St., phone 46135 
l 2-3-4-6-+-6-7-8-9 
10 1] 13 - 15 - 16 - 18 - 19 


20 - 22 - 23 s70x70 1600t 


Newman Visual Education Co., Mr. 
Harold Newman, 783 W. Main St. 
phone 5-9047 
1-3-4-6- 11 
16 17 18 
23 - 24 86x 

Lansing 

Capital Audio-Visual Aids, Division 
of Capital Film Service, Mr. J. R. 
Hunter, 224 Abbott Rd., East 
Lansing, EDgewood 2-3544 
l 2 3 } 5 7 8 SG « 
13 15 16 17 18 - 19 
20 22 2a 24 

DeWald Audio-Visual Equipment, 
Mr. Marvin DeWald, 4806 S. Lo 
gan St. (10) phone 4-8293 
l 3 i 5 6 11 12 - 13 
14 15 16 17 19 - 20 
21 22 23 24 s9x12 

Saginaw 

Busch Film & Equipment Co., Mr. 
Edwin Busch 3. Hamilton St., 
phone 4-4806 
l 2 j 5 8 - 10-11-14 
15 16 23 s62x70" - 200t 


St. Joseph 


2000t 


Gillespie Visual Education Service, 
Mr. C, F. Gillespie, 220 State St., 
phone 3° 3043 

4-5-6-7-8-9 10 
13 15 16 - 17 18 
skx10 - 100t 


> 


EY 
\/ 


. %) 


4 


NSS 


~~” 
OHIO 


_— 


Akron 
M. E. Lockard Co., Inc., Mr. M. E. 
Lockard, 643 N. Howard St. (10) 
POrtage 2-3641 
l 2 o-4 5 7 8 9 1] 
13 15 
Athens 
Vere Smith’s Audio-Visual Service, 
Mi Vere (), Smith, r. Q. Box 
344, phone 31576 
1 2 o fs B 3 - 15 


19 - 20 - 22 - 23 - 24 


16 22 23 s6x8' - 400t 


Cincinnati 
Alpha Cine Service, Inc., Mr. Jack 
McCrosk:y, 125 E. 6th St. (2) 
MAin 3268 
l 2 } ! 5 - 6- -8.9 


10 - 11 - 12 - 13 - 14 
17 - 18 - 19 - 20 - 21 
24 - s9x12 - 400t 

Ralph V. Haile & Assoc., Mr. Ralph 
V. Haile, 215 Walnut St. (?» 
MAin 1687 
1-2-4-§ «8 - li’- 13 - 14 
15 - 16 - 17 - 18 - 19 - 20 - 22 
23 - 900t 

Levy’s Film & Projection Services 
Mr. Emerson L. Leaverton, 164° 
Pullan Ave. (23) KIrby 0522 
be ZB~-B- 42+5§6- & - Oe 3 
13 - 14 - 15 - 16 - 20 - 22 - 22 
24 - s72x96" - 90t 

Manse Film Library, Mr. Vernon 
W. Birdsell, 2514 Clifton Ave. (19) 
UNiversity 9697 
1-2-3-4-5- 
12 - 15 - 16 - 18 
s12° - 850t 

*The Methodist Publishing House, 
Visual Aid Dept., 420 Plum St. 
(2) DUnbar 1100 (Branch of 
Methodist Publishing House, 
Nashville, Tenn.) 
1-3-7.8-9 - 8x10 - 600¢ 

*“Modern Talking Picture Service, 9 
Garfield Pl. (2) GArfield 2516 
(Branch of Modern Talking Pic- 
ture Service, New York, N.Y.) 


5 - 10 - 235t 


Cleveland 


Academy Film Service, Inc., Mr. 
Blair Mooney, 2142 Payne Ave. 
(14) MAin 1-9173 

2-4-6§-6-8-9- 10 - 11 
15 - 16 - 17 - 18 - 19 - 20 

22 - 23 - 24 ~- s9x12 900t 

Church School Pictures, Inc., Mr. 
W. E. Laganke, 1118 Walnut Ave. 

(14) CHerry 1-7459 

1-2-3-656-9 11 14 15 
16 - 17 - 20 - 22 - s9x12 - 500t 

Fryan Film Service, Mr. V. L. Fryan, 
1810 E. 12th St. (14) 

Harpster Visual Service, Ine., Mr. 
Earl Harpster, 13902 Euclid Ave. 
(12) ULster 1-0121 
l 3-4-5-7-8-9 11 12 

3 14 - 15 - 16 17 18 - 19 
20 - 21 - 22 - 23 - 24 - s6x8 

Sunray Films, Inc., Mr. A. K, Evers, 
2108 Payne Ave. (4) MAin 1-5489 
1-2-3-4-5-6-7 8.9 
11 - 12 3 - i5 - 16 - 19 
18 - 19 -: - 22 - 23 - 24 - s9x12 
1900t 


] 
13 - 


o« 


Columbus 

Bartha Visual Education Service, 
Mr. Stephen J. Bartha, 1946 N. 
High St., WAlnut 4585 
1-2-3585 f- B= 7-8-9 11 
13 - 15 - 16 - 18 - 19 20 - 22 
23 - 24 - s6x8 - 450t 

Eldridge Motion Pictures, Mr. Cur- 
tis S. Eldridge, 4139 N. High St. 
(14) LAwndale 1884 
1-2-3-4-5- 7 §.9-10 
11 - 15 - 16 - 22 
1000t 

Dayton 

*The Jam Handy Organization, A. 
M. Simpson, 310 Talbott Building 
(2) ADams 6289 (Branch of The 
Jam Handy Organization, Detroit, 
Mich.) 

The Otterbein Press, Mr. Floyd E. 
Watt, 252 W. 5th St. (2) FUI- 
ton 7101 
1-2-3-44-6- 9 
15 - 16 - 18 - 20 
s9x12 

Twyman Films, Inc., Mr. Alan B. 
Twyman, 400 W. Ist St. (1) HEm- 
lock 4014 
1-2-3-4-5- 6 8-9 
10 - 11 - 13 - 15 - 16 18 - 19 
20 - 22 - s8x10 - 3000t 

Hamilton 

The Foto-Craft Shop, Inc., Mr. Wm. 
L. Slade, 213 High St., phone 
41-8497 
1-Be-B-.- 4 - § - 

15 - 16 - 18 - 20 
s70x70" - 350t 


s52x70 


Luckey 

Fred Chambers, Mr. Fred Chambers, 
phone 2001 
1 2-3 8-9-11-13 

} 24 - s50x50 





N. Mulberry St., phone 


M. a Martin tm 


Wilbraham Rd. (19) inone 0.4240 


Mount Vernon 
y Audio-Visual Service, } 


2 — ~ Press, 








WEST CENTRAL REGION 


Midwest Visual Equipment Co., Mr. 


5) IRving 8-9820 
‘ 2 f 


> 7-0588 (Branch of Mod- 
Talking Picture § i J 


ees Visual Education, Inc., 

1910 _maveland 

ie (i: 3) G Rac e land | 
3 


> Pat Bet ag ah Mr. / 
, 13039 S. Western Ave., 
WAterfall 8-5263 
y ‘ 7-8-9 - 10-11 
3-14-15 -16-17-18-19-2 20. 22 - silxtd 
q Scripture Press, Miss Gladys Sieg- 

i 434 S. Wabash 
American Film Registry, 

ron 7-26 24 E. 8th St. ( 23 . s6x8" - 70t 

a rank V ydra, 4518 


*Aasociation Films, 79 E. Adams St., 
VAnderbilt 4-1114 


+s Fy -8-9-11-15 
16 - 17 - 18 - 20 - 21 - 2: 


st. (49) BAyport 1-3203 (Branch 
of Audio Film Center, Mt. Vernon, 
N.Y 


- 7-8 -9-10 - §00t 
Austin Equipment Co., 
Larsen, 5650 W. Lake St. 


, 3264 N. Milwaukee 2540 Eastwood / 


7.828 --20 
Selected Films, 


*Film Center, Inc., 
RAndolph 6-1138 (Branch of 
Brandon Films, New York, N.Y 


x 
Ideal Pictures, Inc., 
. South Water or Si. 


2 2 - 23 - s18x20' - 6000t 

*The Jam Handy Organization, Har- 
f , 230 N. Michigan Ave. 
7 (Branch of The 
Jam Handy Organization, i Education Ser- 


*The Methodist Publishing House, Main St., phone 


(11) SUperior 7-6450 (Branch of 15 - 16-18 - 2 


-6-7-8-9 - 1500t 


Camera Craft, Mr. 


James Northrup, 








114 W. State St., phone 2-7797 
Wt ey er ey ye er eae 
0 - 21 


13 - 14 - 15 - 16 - 18 - 20 - 
23 - s82x82” - 140t 

Lundgren’s Audio-Visual, Mr. Arthur 
E. Lundgren, 421 7th St., phone 
2.1833 
LA-23.-3-4-5 ooh. Oa 
11 - 18 - 15 16 23 - sb2x70 
900t 

Urbana 


Fletcher Visual Education Service, 
Mr. Garland B. Fletcher, 218 W. 
_—_ St., phone 7-3822 

er ey Py ee 13 - 15 
ie - “17 - 18 - 21 - 23 - s70x70" 


IOWA 

Ames 

Midwest Visual Education Service, 
Mr. J. Howard Orth, 2819 Arbor 
St.. phone 83569 

-2-3-4-656-7-8-9-10 
ll - 12 - 13 - 14 - 16 16 - 17 
18 - 19 - 20 - 22 - 23 - 24 - s9x12’ 
100t 

Carroll 

Lane Audio-Visual Co., Mr. Ted N., 
Krogh, phone 3744 
1-3-4 6-8-9-ijil - 15 
16 - 18 - 22 - 23 - 24 - s52x70” 

Cedar Rapids 

“Midwest Visual Education Service, 
1950 4th Ave., S.E., (Branch of 
Midwest Visual, Ames, Iowa) 

Pratt Sound Films, Inc., Mrs, Louise 
Nordstrom, 720 3rd Ave., S. E., 
phone 2-9380 
1-2-$3-4-§-7-8-9-10 
11 - 15 - 16 - 18 - 20 - 21 - 22 
24 - s8x10' - &850t 

Davenport 

Blackhawk Films & Eastin Pictures 
Co., Mr. Kent Eastin, 517 Main St., 
phone 83-9737 
1-32-3-4.§6-7-8 -9 - il 
5 - 16-17-18 - 19 - 20 - 22 - 23 
24 - s6x6 - 1200t 

Des Moines 

*Ideal Pictures, 2109 Forest Ave., 
phone 9-6561 (Branch of Ideal 
Pictures, Chicago, Il.) 

“Midwest Visual Education Service, 
1108 High St., phone 2-5028 
(Branch of Midwest Visual, Ames, 
Iowa) 
1-2-3-4-6-7-8-9-410 

138 - 14-15 -16-17-18 
19 - 20 - 22 - 23 - 24-8 - 900t 

Mason City 

Decker Brothers, Inec., Mr. J. Em- 
erson Decker, 209 N. Federal Ave., 
phone 544 


1-2-4-5-7-8-10-11-13 
14 15 - 16 17 18 - 20 . 21 
22 - 23 - s&8&x8 200 


Sioux City 

Community Film Service, Mr. Steph- 
en A. Fowler, 504-506 Pearl St. 
(1) wey 5-3107 

- 4 5§-7-.-8-9- 10 

11 - 13 - 14- 15 - 16-18 - 19 - 20 
99 . 23 - 24 - s®&x10' 400t 

lowa Audio-Visual Center, Mr. J. 
B. Vermillion, llth & Douglas, 
phone 8-9383 

-@Z $-4-6-6-7 8-9 
11 - 15 - 16 18 - 20 22 

- 24 - s8x10' - 25t 

MINNESOTA 

Big Lake 

Northern Distributors, Mr. Fred A. 
Marvin, phone 2841 

Duluth 

Hart Audio-Visual Center, Mr. Avon 
E. Hart, 26 N. First Ave., East 
(2) phone 2-6219 
1-2-3-4-5 6 - 7 8-9 
10 - 11 12-13 -14-15-16-17 
18 19 20 22 - 23 - s8x10 
500t 





National Equipment Co., 


‘d, 2445 Park Ave. 


"Ideal Pictures, ' 
(4) Lincoln 8965 (Branch of Ideal 


Midwest Audio-Visual Co., 


St. Paul Book & Stationery Co., Mr. 


B. R. Harris & Co., Mr. 
99 - 


Lassiter Reminder Co., 


Kansas City 
All-Star Pictures, 


y Sound Service 

Humston & Mrs 

St. (6) HArri on 248i 
” 5 


286 (Bri anch of Meth- 
odist Publis we House, N 


Religious Film Distributors, 
Tracy Clement, 


Select Motion Pictures, Mr. Floyd 
Q.. Peters, 1417 Grand Ave. (6) 
GRand 2870 
] 2 3 4 5 } 7 x 9 
10 1] 13 15 16 - 20 - 22 
23 . 9x12’ - 700 

Sight & Sound Co., Mr. W. W. Barry, 
320 EK. 13th St. (6) GRand 1155 
] 4-5 10 - 11 12-13-14 
15 16 17 18 - 19 - 20 - 22 

2 24 s9x12 - 300t 

Osceola 

Francis Audio-Visual Service, Mr. 
Charles A. Francis, P. O. Box 
313, Roseoe 155 
l a §- 5 s 11 L: 15 
16 18 23 - 24 9x12 


St. Louis 


Britt Visual Aid Service, Mr. Wm 
Britt, Jr., 7206 Lanham Ave. (17) 
STerling 82253 
] H} i 

Embassy Enterprises, Ine. Mr. 
Vince M. MeGuire, 7366 Win 
chester Dr, (21) EVergreen 1096 
l 2 i 5 7 al y 10 1] 
afixh Hoot 

Erker Bros. Optical Co, Mr. H. S. 
Bauer, 908 Olive St. (1) CHest 
nut 9410 
l 2 
1 4 15 

Stanley Photo Service, Mr 
Becker, 108 N, 
CEntral 7840 
l 5 6 11 12 13 14 
15 16 17 18 10 20 21 

22 . 23 - 24 si2Zx12 

Swank Motion Pictures, Ine., Mr. 
P. Ray Swank, 614 N. Skinke 
Blvd. (5) PArkview 3630 
l 2 3 1 5 7 8 1] 10 
1! 12 lL: 14 15 16 17 
1s 10 20 21 ze 25 24 
26x26 1HO0t 


KANSAS 


Donald 
Broadway (1) 


Lawrence 

Mosser-Wolf, Inc. Mr. Russell Mos 
ser, 1107 Massachusetts, phone 50 
l 2 3 1 5 11 13 15 
16 19 oa 23 s70x70 

Salina 

Leflingwell’s Audio-Visual, Mr. Ha 
old Leffingwell, 210 S. Santa Fe, 
phone 7-2642 
l 2 3 i h 7 +] 10 1] 
14 15 16 17 18 
23 24 a¥x1l2 LOo00t 

Topeka 

Hall's, Mr. Steve Smith, 6253 
Ave., phone &8-8545 

2 } i § -8 13 15 

16 18 19 - 20 - 21 23 - 88x10 
2001 

Wichita 

Frank Bangs Co. My: 
Bangs, 315 N. Emporia, 
2-7582 
l 2 
12 Li 
20 v1 oa ye | y 12x 
7H0t 

Lawrence Camera Shop, Inc., Audio 
Visual Dept., P. O. Box 1597 (1) 
Phone FOrest 58-4746 
] 2 3 j 5 7 
1! 15 16 Ls lv 
s6x8 L1Q00t 

Lewis Film Service, Mr. J. E. Lewis, 
149 N. Broadway (2) AMherst 
h-4625 
Pa ie Ras Toh - Bo 


20 oo 


Kansas 


Frank S 
A Mher 


MISSISSIPPI 
Greenville 
Educational Aids, Dr. D. Guravich, 
618 Washington Ave., phone 7836 
) | 5 1] ‘ 
19 20 - ; 


Jackson 
Jasper Ewing & Sons, 
St., P. O. Box 1153, phone 2 BBA 
(Branch of Jasper Ewing & Sons, 
New Orleans, La.) 
] 2 4 5 6 7 ~ 9 
1O . 11 12 13 15 16-17 18 
19 . 96 . 2. 23 « 24 s%x10 200t 
Mississippi School Supply Co., Mr. 
Milton Singletary, 116 E. South 
St., P. O. Box 1059 (5) phone 
2-3546 
1-2-3 4-5-6- 11 14 - 15 
16 1s 19 20 22 23 - 24 
s12x12 
Herschel Smith Co., Mr. Herschel 
Smith, 119 Roach St., phone 2-2346 
l 2 } 4 5 6-7-8.9 
10 l 3 15 - 16 18 - 19 
20 22 23 24 - sBxl10 - 850t 
NEBRASKA 
Omaha 
Brain’s Store, Mr. J. B. Brain, Jr., 
1115 Nicholas St. (2) Jackson 4766 
l 3 | 11 13 - 15 16 - 18 
19 23 24 s7x9 
Calandra Camera Co., Ine., Mr. A 
B. Calandra, 116 N. 42nd St., 
Regent 3360 
l 2 3 4 5 1] 13 - 14 
15 16 17 18 19 20 - 21 
29 24 shxR 
Church’ Film Service, Mr. John D. 
Thompson, 2595 Manderson St. 
(11) Pleasant 3858 
1-2-3-65-7-8-9-11 - 15 
16 20 22 23 88x10 1200t 
J. G. Kretschmer Co., Mr. J. G 
Kretschmer, 315 8S. 17th St. (2) 
Jackson 5335 
l 2 3 f j -8-9 
10 12 16 - 16-17 
18 19 20 2 22 23 4 
80x12 650t 
Modern Sound Pictures, Inc., Mr. 
Keith T. Smith, 1410 Howard St. 
(2) Atlantic 8476 
: 3 i 5 - 6 7-8-9 
12 13 - 15 - 16 - 18 
39x12’ - 6000t 


NORTH DAKOTA 
Grand Forks 
Colborn School Supply Co., 
P, Larson, phone 4-7321 
1-2 } (-7-8-9-11 15 
16 18 19 23 
Minot 


Northwest Projector & Supply, Mr. 


John Ceglowski, 319 E. 
Ave., phone 40-253 

l 2 i 5 - 6 7-8.9 10 
11 15 16 23 24 

1500 


SOUTH DAKOTA 

Aberdeen 

Artz Camera Supply Co., Mr. Bob 
Artz, 416 8, Main St., phone 2439 
l 2 ; i 5-8-9 ll - 15 
16 20 21 22 - 23 
125 

Huron 

laylor Films, Mr. Edward C. 
iv trad St., phone 3205 
l 2 ) i 5 i ta! 9 - ili 
12 14 15 16 17 18 2 
24 s¥x1l2 900t 

Sioux Falls 

Harold's Photography, Mr. H. E. 
Hansor 108 S. Phillips Ave., 
phone 41-6007 
l 2 } | 5 j : 9 
1] 12 13 5 } 7 20 
a 12 YAO 

Sioux Falls Book & Stationery Co., 
Mi LD. Christenson, 117-119 N 
Phillip Ave. phone 41-0961 
l 4 ; i 11 15 1s 23 
asUy 0 

Yankton 

Museum of Visual 
Matthew Faithe, Gayville 2301 
l 2 ; i«@ 7-8 11 - 12 
13 15 16 18 19 - 22 - 23 - 24 
sUx1l2 5O0t 


Central 


s52x70 


s52x70" 


Taylor, 


Materials, Dr 


WISCONSIN 

Fond du Lac 

Fond du Lac Camera Center, Mr. 
Gilbert L. Larson, Audio-Visual 
Division, 7 S. Main St., phone 
5491 
] 2-3 - § - -8-9-10 
11 15 - 16 - 21 - 23 - s5x5’ - 600t 

Green Bay 

Gallagher Films, Ine., Mr. J. C. 
Gallagher, 111 S. Washington, 
Adams 2554 
l i-§6-6-7-8-9-10- 11 
13 15 16 18 - 20 . 22 - 23 
24 9x12 

Kenosha 

Cairo Camera Shop, Mr. Frank 
Cairo, 58315 11th Ave., phone 5389 
] 2-3-5 6-7 -§-9 - i} 
15 16 20 - 21 - 22 - 23 - 24 
s8x10 1500t 

LaCrosse 

Community Camera, Mr. 
Marck, 


David J. 

506 Main St., phone 2-1565 

4-§ -6-§8- ii - 13 
16 - 17 - 18 - 20 - 22 

3 - 24 - s52x70" - 500t 

Top Visual Service, Mrs. Helen 
Mutch, 1403 Travis St., phone 


Five Star Pictures, Mr. D. S. Hall, 
Film & Photo Center 
1-2-4-8-.9-10-11-12-13 
22 - 23 - 24 - s9x12 - 600t 

Madison 

Meuer Photoart House, Ine., Mr. 
Robert L. Henry, 411 State St. 
(3) phone 6-1919 

oA 3 -6.-7-8-9 
16 - 18 - 19 
350t 


Milwaukee 


R. H. Flath Co., Mr. Roy H. 
2410 N. Third St. (12) 
2-9110 
1-2-3-4-6-%7-10-11-12 
13 - 14 - 15 - 16 - 18 - 20 - 21 
22 - 23 - 24 - s8x10' - 400t 

*Gallagher Films, 639 N. 7th St. (3) 
BRoadway 1-2354 (Branch of 
Gallagher Films, Green Bay, 
Wisc.) 
1-4-6-6-7-8-9-410- 11 
13 - 15 - 16 - 20 - 23 - 24 - s6x6’ 

Movie Mart, Mr. Chet Hammond, 
4518 Burleigh St. (10) UPtown 
38-9932 
Bie Bo Ge § - FT a - 9. - ll 
13 - 14 15 - 2 2% 
24 -s - 900t 

Photoart Visual Service & Roa’s 
ate Mrs. Roa Kraft Birch, 844 

. Plankinton Ave. (3) BRoadway 
anal 

1-2-3-4.6- 6- - 8 - 9 
10 - 11 - 12 3 - 14 - 15 - 16 
17 - 18 - 19 - 20 - 21 - 22 - 23 - 24 
s¥xl2 - 4500t 

Wisconsin Sound 


Flath, 
LOcust 


, 
0 


Equipment Co., 
Inc., Mr. Roy C. Van Brunt, 3201 
W. North Ave. (8) HIlltop 4-9626 
1-2-3-4-6-6-7 8-9 
10-11-12-13 - 14 - 15 - 16 - 17 
18 - 20 - 22 - 23 - 24 - s9x12' - 600t 

Wisconsin Sound Film Library, Mrs. 
Edward A. Gust, 3201 W. North 
Ave. (8) hy 19626 
2-3 -8-9-.410. 450t 


or! 








SOUTHWESTERN 
REGION 


ARIZONA 
Phoenix 
Movie Center, Inc., Mr. F. L. 
ler, 119 W. McDowell Rd., 
2-4326 
Lone £8. 6-756. 50 
11 - 15 - 22 - s63x84" - 245t 
Tucson 
Movie Center, Inc., 
phone 4-2091 
Center, 


Fens- 
ALpine 


402 N. 4th Ave., 
(Branch of Movie 
Phoenix, Ariz.) 

ices Senee..8-9-. 
11 - 14 - 15 - 16 - 22 - 23 - 24 
s52x70" - 65t 


ARKANSAS 


Little Rock 
All State Supply Corp., Mr. Pau! H. 
Power, 1401 W. Capitol Ave., 
phone 4-1687 
- 3-44-11 - li > - 18 
22 - 23 - 24 
Grimm-Williams Co., Mr. Norman 
). Grimm, 115 W. 6th St. 
SKA 
Be M.- 8.2 
24 - sllx14 - 300t 


OKLAHOMA 


Muskogee 
*Holmes & Torbett, Inc., 2902 Den- 
ver, MUrray 2-9182 (Branch of 
Holmes & Torbett, Inc., Oklaho- 
ma Cc ity, Okla. A 
. - 4.- - 7-8-9 - 
13-15 - 16 - 18 - 19 
24 - sl0x12 - 150t 


Oklahoma City 


Cory Motion Picture Equipment, Mr. 
Joseph F. Cory, 522 N. Broadway 
(2) CEntral 2-0608 
1-2-4-6-6-8-9-11-12 
15 - 16 - 18 - 20 - 23 - s9x12’ - 300t 

Dowling’s, Mr. J. W. Dowling, 607-11 
W. Grand Ave., REgent 9-1601 
1-3-4-6-7-8-9-410- 11 
13 - 15 - 16 - 18 - 19 - 22 - 23 
A475t 

Holmes & Torbett, Inc., Mr. J. R. 
Holmes, 611 N. E. 23rd St. (6) 
1-2-3-4-6-%7-8-9- 11 
12 - 13 - 15 - 16 - 18 - 19 - 22 
23 - 24 - sl10x12° - 150t 

Ideal Pictures, 611 W. Grand, 
CEntral 2-1534 (Branch of Ideal 
Pictures, Chicago, Ill.) 

7-8 -9-410-11 - 18 - s54x72” 
500t 

Vaseco, Inc., Mr. J. E. High, 2301 
Classen Blvd. (6) JAckson 5-3513 
1-2-3-4-6-7-8-9-410 
ll - 13 15 - 16 - 18 - 19 - 20 
21 - 22 - 23 - 24 - s4x6’ - 2500t 

Stillwater 

Smith’s Audio-Visual Service, Mr. 
Harry Smith, 712 Main St., phone 
157 
1-3-6-9-11- 

Tulsa 

Braunlich Equipment Co., Mr. Frank 
H. Braunlich, 936 S. Canton (12) 
phone 9-7827 
1-3-4-656- 11 - 15 - 16 - 19 
20 . 22 - 23 

Kirkpatrick, ‘Ine. . Mr. Clay F. Kirk- 
patrick, 1634 S. Boston Ave. (14) 
phone 5-1161 
1-3-4-6§6-+-6-8-11- 14 

ot - 16 - 18 - 19 - 20 - 22 - s8x10 

154 


16 - s6x8 - 25t 


TEXAS 
Amarillo 
Hertner’s, Mr. Henry E. Hertner, 

114 W. 6th Ave., phone 2-1111 
B-3-4-65-6-9- 11-12 13 
14 - 16 - 18 - 19 - 20 - 22 
23 s7x9 
Austin 
Visual Education, Inc., Mrs. C 
Reagan, 1002 W. 12th St. (3 
phone 8-8782 
~3-4@-§-6-7.8-9. 
3 - 15 - 16 - 18 - 19 - 20 - 22 
23 - 24 - s8x10° - 200t 











Corpus Christi 

South Texas Visual Inc., Mr. M. 
W. Huseman, 1917 Leopard, phone 
4-194 
1-2.-3-4.§-6-7-8-9 
11 - 12 - 13 - 14 - 15 - 16 - 17 
18 - 19 - 20 - 22 - 23 - 24 - s6x8’ 
500t 

Dallas 
*Association Films, 1108 Jackson St., 


(1) RAndolph 3144 (Branch of 
Association Films, New York, 
N. Y.) 


2-3-7-8-9-10 

Bauer’s Audio Video, Mr. 
Bauer, 2911 N. 
7725 
1-3-4-565-6-.7-8-9-10 
11 - 12 - 13 - 14 - 185 - 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s12x12 - 500t 

John W. Gunstream Company, Mr. 
John W. Gunstream, 3605 Went- 
wood Dr. (5) EMerson 6472 


Earl J. 
Haskell, JUstine 


1-4 

*Ideal Pictures, 2010 N. Lamar, 
PRospect 2115 (Branch of Ideal 
Pictures, Chicago, Ill.) 

*The Methodist Publishing House, 
Visual Aid Dept., 1910 Main St. 
(1) RAndolph 6133 (Branch of 
Methodist Publishing House, 
Nashville, Tenn.) 
1-2-3-7-8-9- 10 - 2000t 

*Modern Talking Picture Service, 
413-A No, Ervay (Branch of 
Modern Talking Picture Service, 
New York, N.Y.) 

Modern Theater Equipment Co., Mr. 
H. S. Sorenson, 1916 Jackson St. 
(1) Riverside 5009 
1-4-5-11-12-138-14- 
16 - 17 - 18 - 20 - 21 - 22 - 2: 
24 - s9x12’ 

*Stevens Pictures, Inc., 211 S. Pear! 


_ 
J 


“~s 


1-4-5-8-9-10-11-15- 16 
s9x12° - 1200t 

Texas Educational Aids, 3600 Live 
Oak (4) TEnnison 3393 (Branch 
of Texas Educational Aids, Tyler, 
Texas) 
1-2-3-4-6-%7-8-9- 10 
11 - 13 - 14 - 1§ - 16 - 17 - 18 
19 - 20 - 22 - 23 - 24 - s10x10' 
400t 

Fort Worth 

Miller’s Visual Aids, Inc., Mr. I. L. 
Miller, Jr., 519 Pennsylvania, 
FAnnin 9468 
1-2.-3-4-6-6-7-8-9 
10 - 11 - 138 - 16 - 16 - 18 - 19 
20 - 23 - 24 - s6x6 - 400t 

Houston 

Audio Visual Services, Messrs. R. R. 

Riley & J. W. Wiseheart, 1702 


Austin St. (3) FAirfax 15319 
heBvpepeG@- G2 G6 7a 8 - ® 
11 - 12 - 13 - 14 - 15 - 16 - 17 
18 - 19 - 20 - 22 - 23 - 24 - s15x20 
600t 


*Community Sound Film Service, 
2610 Fannin St. (2) ATwood 2244 
(Branch of Delta Visual Service, 
New Orleans, La.) 
1-2-§-6-7-8-9-10- 11 
15 - 16 - 18 - 22 - 23 - 24 - 812’ 
1000t 

Cone Training Aids, Mr. E. S. Cone, 
324 Hathaway, JAckson 4181 
1-3-4-656-11-15- 16-18 
20 - 22 - 23 - 24 - s8x10’ 

*Texas Educational Aids, 2606 Fan- 
nin, CApitol 2363 (Branch of Tex- 
as Educational Aids, Tyler, Texas) 

2-3-4-6-6-7-8-9 
10 - 11 - 12 - 18 - 15 - 16 - 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
s9x12 

Visual Education Inc., 7522 Buena 

Vista, MIlby 7296 (Branch of Vis- 

ual Education, Austin, Texas) 


WY SX == 


Sound Photo Equipment Co., Mr. M. 
G. Gregory, 1012 Main St., phone 


Lubbock 


3-1997 
1-3-4-656-7-8-9-.-11-138 
15 - 16 - 18 - 19 - 20 - 21 - 22 
23 - 24 - s70x70" - 400t 

Orange 

8-l6mm Film Headquarters, Mr. 


Floyd Yocum, 614 DuPont Drive, 


P. O. Box 112, phone 8-3223 
1-2-3-4-65-8 - ll : 
14 - 16 - 16 - 18 - 19 - 20 ~- 22 


23 - 24 - s8x10' - 40t 
San Antonio 
Donald L. Smith Company, Mr. Don- 
ald L. Smith, 1110 Main Ave., 
P. O. Box 1736, Fannin 3015 
2-29-32 Ge He Ge 7T- Gq Ki 
12 13 15 - 16 - 17 - 18 - 19 
20 - 21 - 22 - 23 - 24 - s8x10' - 700t 
Charles G. Stidham Co., Mr. Charles 


G. Stidham, 1001 Frost Bank 
Bldg. (5) Fannin 6051 
1-2-$3-4-6-7 8 9 - 10 


15 - 16-17 
- 89x12 - 150t 


11 - 12 - 13 - 14 ~- 
18 - 20 - 22 - 23 - 24 
Temple 
Hoover Bros., Inc., 120 8S. 
(Branch of Hoover 
City, Mo.) 


2nd St. 


sros., Kansas 


Tyler 

Texas Educational Aids, 120 E. Elm, 
phone 4-9481 
1-2-3-4- - 9 - 
ll - 12 - 13 14 - 156 - 16 - 17 





Expressway (1) STerling 2306 1-2-3-6-9- 11 - 13 - 15 
(Branch of Stevens Pictures, At- 16 - 18 - 19 - 20 - 38 - 23 - 24 18 - 19 - 20 - 22 - 23 - 24 - s12x12 
lanta, Ga.) s8x10' 400t 

MOUNTAIN STATES , IDAHO WEST COAST 


REGION 


COLORADO 
Denver 
Akin & Bagshaw Film Library, Mr. 


S. C. Hitchcock, 2027 E. Colfax 
Ave. (6) FRemont 1737 
1-2-3-4-5-7-8-9- 10 
11 - 13 - 14 - 15 - 16 - 17 - 18 
19 - 20 - 21 - 22 - 23 - 24 - s9x12 
4000t 


Centennial School Supply Co., 2988 
Huron St., AComa 0531 


Colorado Visual Aids Supply, Mr. A. 


Eisenfeld, 1624 Broadway (3) 
ALpine 5408 
1-2-3- -5-6-8-11-413 
15 - 16 - 17 - 18 - 19 - 20 - 21 
22 - 23 - s6x6 


Davis Audio-Visual Co., Mr. Ainslie 
R. Davis, 2023 E. Colfax (6) 
FLorida 3864 
"5 ge 


2-3-4-65-6-7-8- 11 

12 - 13 - 15 - 16 - 17 - 18 19 
20 - 21 - 22 - 23 - 24 - s7x7 - 50t 
Dale Deane’s Home Movie Sales 
Agency, Mrs. Dale Dean, 28 E. 


Ninth Ave. (3) AComa 5813 
1-2-3-4-65-7-8-9- 11 
13 - 14 - 15 16 - 18 - 19 - 20 
22 - 23 - 24 - s9x12 - 500t 


Ideal Pictures, 714 18th St., TAbor 
(Branch of Ideal Pictures, 
Chicago, Ill.) 
1-2-3-4-6-6-7-8-9 
10 - 11 - 15 - 16 - 20 - 2 
23 - s6x8 13500t 


5525 


Visual Aid Center, Mr. Harvey W. 
Marks, 1657 Pennsylvania St. (3) 

ALpine 7516 

1 3 4-6§-6-9 -11 - 15 

s¥xd 


16 - 17 - 18 - 20 - 22 - 23 - 
500t 





Howard P. Evans Audio-Visual Con- 
sultants, Mr. Howard P. Evans, 
305 N. 9th St., phone 4-1371 

, - 7 
- i 


1-2-3-4 5 - - 8 - 9 
10 - 11 - 13 14 - 15 - 16 - 17 
18 - 20 - 22 - 23 - 24 - sbx7 
1000t 
MONTANA 
Great Falls 
Northern School Supply Co., Mr 


Fr. 
Charles B. Ely, P. O. Box 431, 
phone 4375 


1-2-3-4-215t 
Helena 


Crescent Movie Supply Service, Mr. 
Clyde R, Tipton, 1031 N. Logan, 
phone 2809-W 
1-2-3-4-6-8-9-10.- ll 

15 - 16 - 20 - 22 - 23 - s7x9 - 56t 


UTAH 
Salt Lake City 
Deseret Book Company Unit 10, Mr. 
A. H. Parry, 44 E. South Temple 
St., P. O. Box 958, phone 3-6716 
(Audio-Visual Sales & Service lo- 


cated at 1400 Indiana Ave., phone 
4-1861) 


Leo Bwe S242 86 OG 2 7 « Be B 
10 - 11 - 12 - 138 - 15 - 16 17 
18 - 19 - 20 - 21 - 22 - 23 - 24 
sY9xl2 - 2400t 

Ecker’s Projection Sales, Mr. Ray 


E. Ecker, 270 8S. Main 


Ideal Pictures, 54 Orpheum Ave., 
phone 22-3212 (Branch of Ideal 
Pictures, Chicago, III.) 
14-5-7-8-9- 10 - 150t 


ZCMI Audio-Visual Products, Mr. 
Les Olson, 158 Motor Ave. (10) 
phone 3-1575 
1 2-3 4-65-11-412- 13 
15 - 16 - 17 18 - 19 - 20 - 22 
23 - 24 - s70x70 


REGION 


CALIFORNIA 


Altadena 
Donald J. Clausonthue Co., Mr, Don- 
ald J. Clausonthue, 1829 N. Craig 
Ave., SYcamore 4-1601 (Service 
Shop: 1572 E. Walnut St., Pasa- 
dena 4, SYcamore 6-8290) 

- 5 


er oe -0~- B= 
13 - 14 - 15 - 16 - 20 - 22 - 23 
24 - s9x12’ 

Berkeley 


Caswell C. Elkins Co., Mr. Caswell 
C. Elkins, 835 Santa Barbara Rd. 
(7) LAndseape 6-7240 
1-3-4 

Beverly Hills 

*Ideal Pictures, 8826 Olympic Blvd., 
CRestview 4-6156 (Branch of 
Ideal Pictures, Chicago, Il.) 

Donald Reed Motion Picture Service, 
Mr. Donald Reed, 8737 Wilshire 
Blvd., CRestview 4-6308 
L- § 3 4 5 - 7 8 - ll 
12 13 14 15 16 17 18 

20 - 21 - 22 - 23 - 24 - s9x12 - 800t 

El Cerrito 

Long Filmslide Service, Mr. Vernon 
Long, 7505 Fairmount Ave. (8) 
LAndsecape 4-2744 
1-3 15 - 16 - 20 

Fresno 

Fresno Camera’ Exchange, Mr. 
Adolph E, Brez, 2037 Merced St. 
(21) phone 2-4169 
1-3 1 

Tingey Co., Mr. Lloyd E. Tingey, 
2330 Kern St., phone 2-6468 
two Bwh< 4 

Garden Grove 

Films, Mr. H. 


Cottage B. Means, 


Jefferson St., LEhigh 


3061 = §. 
9-1044 
1-2-3-4-5-8-9-10 - 475t 


Holly wood 

Coast Visual Education Co., Messrs. 
Robert C. Thomas & W. H,. Utz, 
5620 Hollywood Blvd. (28) HOlly- 

wood 9-8343 

1 2-$3-4-§-6-7.- 9 - 10 

1l-12-13-14-15-16-17-18 
19 - 20 - 22 - 23 - 24 - s8x10 50t 

*The Jam Handy Organization, 7646 
Sunset Blvd, (28) service office 
only HEmpstead 5809 (Branch of 
The Jam Handy Organization, De- 
troit, Mich.) 


Laguna Beach 

Audio Visual Supply Co., Ine., Mr, 
Edward A, Patty, 245 Broadway, 
HYatt 4-3526 
1-2 3-4-7 

Long Beach 


Merkle Film Library, Mrs. W. O. 
Merkle, 1734 Pacific Ave. (13) 
7-8487 
1-2-3-4-6-+ 8-9 - Ill 
15 - 16 - 20 - 21 - 23 - 24 atx 
500t 

Los Angeles 
J. M. Boyd Co., Mr. J. M. Boyd, 


2032 S. Vermont Ave. (7) Repub 
lic 2-0046 
2-83-4-6-11-12-18.-14 
5 - 16-17-18 -19 - 20 - 21 - 22 
23 - 24 - s¥x12 


"ee 


m. M. Dennis Film Libraries, Mr. 
Wm. M. Dennis, 2506% W. Tth 
St. (5) DUnkirk 4-3722 
So .7-8.9 - 10 - 1800 
*Methodist Publishing House, Visual 
Aid Dept., 125 E. Sunset Blvd 
(12) Michigan 4381 (Branch of 
Methodist Publishing House, Nash 
ville, Tenn.) 
l 3-7-8 .9 - 385t 
A. F. Milliron Co., Mr. A. F. Milliron, 


346 S. LaBrea (36) WEbster 
1-1207 

1-2-3-4-6§6-6-T7- 11 12 
14 15 6. 17 18 1Y 20 
22 - 23 - 24-58 


Howard K. Smith Films, Ine., Mr. 
Howard K. Smith, 2408 W. 7th St 
(5) DUnkirk 7-8228 


l 2 5 6-7-8-9- 10 1] 
12 - 13 15 - 16 17 18 19 
20 22 23 s6x8 1500t 


*Modern Talking Picture Service, 612 
S. Flower St. (17) MAdison 9-2121 
(Branch of Modern Talking Pic 
ture Service, New York, N.Y.) 

10 - 200t 

Training Aids, Ine., Mr. Fred G, 
Roberts, Jr., 4515 Sepulveda Blvd., 
Sherman Oaks, STate 4-65310 
1-83-4-6- 11 12 13 14 
15 - 16 17 - 20 s9x12 

Modesto 

Teaching Aids Exchange, Mr. Cletus 
Zumwalt, 711 Sycamore Ave, 

Novato 

Marin Motion Picture Service, Mi 
John Von Salden, 9 Garden Ct., 
phone 331Y 
l 2 3 4-5 7 x 10 11 


13 14 15 16 18 22 23 
24 akx1l0 - YOO 
Oakland 


Frank Church Films, Mr. Frank R 
Church, 6117 Grove St. (9) HUm 
boldt 38-7211 


l Z-i i-65-6 7 u- % 
10 1] 12 1s 14 15 16 
17 18 19 20 22 - 23 24 
315x20 1000t 


Ideal Pictures, 4247 Piedmont Ave., 
Pledmont 5-4887 (Branch of Ideal 
Pictures, Chicago, Ill.) 

l 2 3 1 5 6 7 a 0] 
10) 1] 15 16 20 22 23 


sixh Hoot 


Pacific Grove 
Pacific Film Library, Mr. Roger K 
Lee, 104 Fountain Ave., MOnterey 


5-5500 
l 2-3 1-6-7 R-9 10 
1] 15 1% 24 53x70 1000t 
Pasadena 


Kenneth L. Holst Audio-Visual Edu- 
cation Service, Mr. Kenneth L. 
Holst, 1399 N. Lake Ave. (6) 
SYcamore 4-3467 
l 2 3 1 5 8-9 11 15 


16 70x70 H00t 





Mr. W. F. Ludlum, 1790 N. Catalina 
Ave., P. O. Box $5C (6) SYea 
more 4 72 
LoZ@ 

Sacramento 

"Audio-Visual Supply Co., Ine., 2505 
Cambon Way (21) lVanhoe 9-6576 
(Branch of Audio-Visual Supply, 
Laguna Beach, Calif.) 

-2-3-4-7- 160 

MeCurry Foto Co., Mr. H. J. Me 
Curry, Jr., 8th & Eye Sts. (14) 
Gilbert 3-3756 

-3-4-6§6-6-8-9-.- 11 

14. 15 - 16 - 18 19 - 22 

- 24 - s6x®’ - 200t 

Ty Sidener Audio-Visual Sales & 
Service, Mr. Ty Sidener, 3021 
Capitol Ave. (16) Hlllerest 7-9864 
1-4 

San Diego 

*Coast Visual Education Co., 3034 
Canon Dr., Point Loma Station, 
ACademy 2-7951 (Branch of Coast 
Visual, Hollywood, Calif.) 
1-3-4-6-8-9- 11 - 
18 - 22 - 23 ~- s8x10' - 700t 

Knight's Library, Mr. J. D. Knight, 
527 University (3) W0Oodcrest 


mle 
9 
0 


i 


l 
13 - 
on 
23 


15 - 16 


4-5-8 -9 11 - 12 
- 22 24-8 - 800t 
San Francisco 
* Association Films, 351 Turk St., (2) 
PRospect 5-2800 (Branch of Asso- 


ciation Films, New York, N. Y.) 
2-3-7-8-9-10 

*Audio Film Center, 522 Clement 
(18) SKyline 1-3615 (Branch of 
Audio Film Center, Mt. Vernon, 
N.Y.) 
2s 7 7 10 ~- 850t 

Gateway Productions, Inc., Mr. Alvin 
J. Gordon, 1859 Powell St. (11) 
SUtter 1-8464 
Zz 7 45t 

Methodist Publishing House, Visual 
Aid Dept., 85 McAllister St. (2) 
UNderhill 1-8464 (Branch of 
Methodist Publishing House, Nash- 
ville, Tenn.) 
Swe he Ga Dat «+ B.c 
7OOt 

Photo & Sound Co., Mr. Jerome W. 
Kintner, 116 Natoma St. (5) EX- 

brook 2-2103 
l Zz 3-4-5§- 6 
10-11-12-13-14- 
18 19 - 20 - 21 
316x20' - 2000t 
R. Skinner-Hirsch & Kaye, Mr. 
C. R. Skinner, 239 Grant Ave., 
GArfield 1-7370 
l 2-3 4.6 
10 11 - 12 - é 
17 18 - 19 - 20-2 
24 ~- s28x35 - 700t 

Tujunga 

Herbert M. Elkins Co., Mr. Herbert 
M. Elkins, 10031 Commerce Ave., 
FLorida 3-1169 
l ») 2. 4 


~ 7-8-9 
15 - 16-17 
, 


- 22 - 23 - 24 





PACIFIC 
NORTHWEST 
REGION 


OREGON 

Portland 

Audio-Visual Supply Co., Mr. Will 
ard Sanzenbacher, 429 8. W. 12th 
Ave. (5) BEacon 3703 
l 2 i 1 5 7 ll - li 
165 - 16 18 19 20 22 
70x70 200t 

Christian Supply Center, Inc., Miss 
Alice E. Case, Audio-Visual De 
partment, 825 S. W. 4th Ave 
(4) BEacon 5339 
1 2 3 6 y 10 ll 15 
16 - 18 - 20 ~ 21 - 23 - 300t 

Cine Craft Co., Mr. Roland Dunn, 
1111 8S. W. Stark St. (6) AT 
water 1491 
l 5 6 ay 11 15 16 20 
23 s6x8 900t 

Davis Audio-Visual Service, Mr. 
Leslie M. Davis, Terminal Sales 

Bldg. (5) CApitol 6958 

l 3 1-5-6 11 12 13 14 
16 - 16-17 Is. 20 - 21 4 } 
24 a¥x1l2 

*Ideal Pictures, 915 S. W. 10th St., 
ATwater 6579 (Branch of Ideal 
Pictures, Chicago, Ill.) 

l 2 3 | h 6 7 s 9 
10 - 11 15 - 16 ~ 21 - 23 - s6xk 
Ho00t 

"The Methodist Publishing House, 
Visual Aid Dept., 521 8. W. Lith 
Ave. (5) (Branch of Methodist 
Publishing House, Nashville, 
Tenn.) 

Moore's Motion Picture Service, Mr 
sohn T. Moore, 33 N. W. 9th Ave. 
(9) BRoadway 6497 
l 2 3 4 - 6 } 7.8 ( 
10.11 12 : 5 16 - 17 
18 19 - 20 - % 22 - 24 s¥x1l2 
1200t 

Northern School Supply Co., Mr 
R. G. Rust, 1505 N. W. Lovejoy 
(9) BRoadway 2678 
1 3 i 

Owens Motion Picture Service, Inc., 
Mrs. Della M. Owens, 1014 8. W. 

2nd Ave. (4) ATwater 2201 

l 2 3 1 ” 6 7 s 

15 16 18 20 22 25 
874x096 600t 

*Pictures, Inc., 611 North Tillamook 
St. (12) MUrdock 4255 (Branch 
of Pictures, Ince., Anchorage, 


Alaska) 


° 
’ 
9° 
0 


o* lj 


Salem 
Eddie Lewis Motion Pictures, Mr. 
Eddie Lewis, 495 Ferry St., phone 
38-4793 
l Z 3 5 8-9 .- 
12 13 15 16 - 1000t 


WASHINGTON 
Seattle 


Audio-Visual Center, Inc., Mr. P. 
H. Jaffarian, 1205-07 N. 45th St. 
(3) MElrose 8461 
bas Sabor 

6 - th «Ma i 

19 20 22 - 2 
1200t 

*Northern School Supply Co., 2603 
First Ave. (1) SEneca 2560 
(Branch of Northern School Sup- 
ply, Portland, Ore.) 

1-4-5 

Rarig Motion Picture Co., Mr. Max 
H. Rarig, 5514 University Way (5) 
KEnwood 0707 
l 2 1 6§-6-7-8 9 - 10 

1] l 15 16 - 18 - 19 

20 2 24 89x12 1100t 

Spokane 

John W. Graham Co., Mr. Fred Hein- 
emann, P. O. Box 1465 (10) MAd- 
ison 1221 
l 3 j 5 

Inland Audio-Visual Co., Mr. John 
C. Ellingson, N. 2325 Monroe St., 
M Adison 6752 
l 3 i 5§-7-8- 9 
15 16 18 - 19 - 20 - 22 
2 7x? 25t 
Northern School Supply Co., Box 
2140-10 (Branch of Northern 
School Supply Co., Portland, 
Oregon) 

Yakima 

Wm. Hassell Electronics, Mr. Wm. 
H. Hassell, 417 W. Yakima Ave., 


phone 2-2963 


10 - 11 


6 i-8- 9 
15 - 16 - 18 
24 - 89x12’ 


; 
ao 


) 


3 15 - 16 - 18 
23 - 24 - s63x84 


ANDO NEAT 
On THE 


PROGRAM 


m 


U. S. POSSESSIONS 


ALASKA 
Anchorage 


Kohli Motion Picture Service, Mr. 
Fred G. Kohli, P. O. Box 2079, 
phone 2-2525 
1-2-3-4-6-7-8.9- 10 
11 - 15 - 16 - 512x112’ - 1500t 

Pictures, Inc., Mr. Robert E. Ren- 
kert, P. O. Box 324, phone 4-7804 
1-2-3-4-6-%7-8-9-10 
11 - 13 - 14 - 15 - 16 - 22 - 23 
852x70" 


HAWAII 


Honolulu 

*Ideal Pictures, 1370 S. 
St. (Branch of Ideal 
Chicago, Ill.) 

Wadsworth’s Photo Materials, Mr. 
Frederick R. Wadsworth, 1630 
Kalakuna Ave., phone 92-4715 
1-2-3-4-6-7-8-11-13 
15 - 16 - 20 - 23 - s - 300t 


FOREIGN 


CANADA 


BRITISH COLUMBIA 
Vancouver 


Associated Visual Services, Ltd., Mr. 
Wm. H. Faulkes, 2234 Granville 
St. (9) Bayview 2930 
1-2-3-4-.-65-7-8-9-410 
11 - 15 - 16 - 18 - 19 - 20 - 23 
s8x10' - 350t 

*General Films, Ltd., 737 Hamilton 
St., Tatlow 8458 (Branch of Gen- 
eral Films, Regina, Sask.) 
1-2-3-4.6-7-8-9- 11 
12 - 15 - 16 - 18 - 19 - 20 - 23 
s9x12° - 1000t 

Viewsound Supplies, Rev. Peter Al- 
linger, 181 W. Broadway (10) 
Fairborn 9060 
1-2-3-4-65-6-7-9-10 
ll - 12 - 13 - 15 - 16 - 17 - 18 
19 - 20 - 22 - 23 - s9x12’ - 300t 

MANITOBA 

Winnipeg 

Audio Visual Supply Co., Mr. Marvin 
Melnyk, 580 Ellice Ave., phone 
83-0333 
1-2-3-4-6-7-8-9-10 
1] - 14 - 16 - 16 - 17 - 18 - 19 

20 - 23 - 24 - s8x10° - 400t 


Beretania 
Pictures, 


*General Films, Ltd., 810 Confedera- 
tion Life Bldg., phone 92-2037 
(Branch of General Films, Regina, 
Sask.) 
1-2-3-4-6-7-8-9- il 
13 - 18 - 20 - 23 - s70x70" 

NEW BRUNSWICK 

Moncton 

*General Films, Ltd., 212 Lutz St., 
phone 4997 (Branch of General 
Films, Regina, Sask.) 

-2-3- ye FT « Bo 9 = BF 


15 - 16 - s52x70" - 475t 


ONTARIO 

Toronto 

Audio Visual Associates, Mr. H. R. 
Holm, 61 Charles St., West, 
KIngsdale 8471 
1-2-3-4-11 - 15 

Evangelical Publishers, Mr. A. J. 
Stewart, 366 Bay St., EMpire 
3-6391 
1-2-3-4-6§-6-9-10-I11 
15 - 16 - 22 - 23 - 24 - s8x8' - 300t 

*General Films, Ltd., 16 Breadal- 
bane St., PRincess 2186 (Branch 
of General Films, Regina, Sask.) 
1-2-3.4-6§-7-8-9- Ill 
15 - 16 - 18 - 19 - 20 - s70x70” 
500t 

QUEBEC 

Montreal 

*General Films, Ltd., 263 Craig St., 
West (Branch of General Films, 
Ltd., Regina, Sask.) 


SASKATCHEWAN 

Regina 

General Films, Ltd., Mr. O. M. Paul- 
son, 1534 13th Ave., phone 5611 
1-2-3-4-§-€-.-7-8-9 
11 - 18 - 14 ~- 15 - 16 - 18 - 19 
20 - 21 - 22 - 23 - 24 - s6x8 - 1500t 


INDIA 


Madras, South India 

Projection of India Pictures, Mr. 
‘¢. S. Srinivasan, 12 Narasing- 
apuram St., Mount Road 2, Madras 
86509 
1-2-3-4-65-6-7-8-Il1 
5 - 23 - s6x8’ - 500t 


MEXICO 


Mexico, D.F. 

Casa Edison, S. A., Mr. William A. 
Sheridan, Insurgentes 83, phone 
11-97-40 
1-4-5 - 100t 





and of NAVA members. 


any misuse of this list. 





IMPORTANT: LIMITATION OF USE OF THIS LIST 


* This copyrighted list has been prepared by the National Audio- 
Visual Association for the benefit of audio-visual users and buyers 
Any person may use this list to get in 
touch with NAVA members, in order to purchase or obtain from 
NAVA members, equipment, materials, services, etc. It is reprinted 
in Business ScreEeN by special arrangement. 


The use of this list by non-members in offering merchandise 
or films for sale, rental or lease to or through NAVA members 
is a privilege which is strictly reserved, under the copyright, to 
the members of NAVA whose dues have paid the cost of pre- 
paring this list. Such use by non-members is prohibited unless 
written consent of the Association has been obtained in advance. 
All NAVA members are requested to report to the Association 


Note to Dealers Regarding Business Screen Listings 


* Permanent listings in each issue of Business SCREEN (see regu- 
lar directory on page 70) are available to all recognized audio- 
visual dealers at the minimum service charge of only one dollar 
per line per issue. Dealers are invited to write for lineage appli- 
cation forms c/o 7064 Sheridan Road, Chicago 26, Illinois. 




















How movies help GULF dealers 


make service-selling a big success 


When your products are sold through thou- 
sands of outlets throughout the country, 
keeping dealers up to date on product 
improvements and selling methods can be 


expensive and time-consuming. The Gulf 


Oil Corporation, however, has found that 
this problem can be easily and economically 
solved through movies. 


Easier, faster, cheaper 
“Since we switched to movies, training our 
dealers is easier, faster, and cheaper,” says 
a company executive. “And attendance at 
dealer meetings has improved. 

“Movies make our training program 
more effective, too. Sales points are neatly 
tucked into the script so that they are con- 
vincing and easy to remember. And the 
movies graphically demonstrate how the 
dealer can make service pay off in profits 
As a result, our customers get better service 

. and product sales are increased.” 


Trouble-free projection 


Kodascope Pageant Sound Projectors help 
to assure the success of this film program 


for Gulf. Gulf merchandising managers 
like Pageants because of their trouble-free 
performance, lightweight portability, and 
easy operation. 

Pageants deliver more dependable service 
because they are designed to eliminate the 
chief cause of projector breakdowns—im- 
proper lubrication. They are permanently 
pre-lubricated right at the factory. And 
only Kodascope Pageant Sound Projectors 
have this important feature! 


Ask for a demonstration 


Every day, progressive companies like Gulf 


switch to movies to increase selling effi- 


ciency. The chances are that they can mean 
added sales power and lower selling costs 
in your business, too. 

To meet your most exacting require- 
ments, there are six Kodascope Pageant 
l6mm. Sound Projector models—priced 
from $375. Ask your Kodak Audio-Visual 
Dealer for a free demonstration or mail the 
handy coupon for full details. 


Price subject to change without notice 


| EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Kodascope 16mm. Pageant Sound Projectors 
NAME 
TITLE. 


GORD OI cnc 
OOO 
ary.___ —_ 





Mc ee ee ee oe 


Please send name of nearest Kodak Audio-Visual Dealer, complete information on equipment checked: 
) Kodascope Table Viewers 


| Kodak High Speed Camera. 


SS 


(Zene) 3-47 





JOHN DEERE solves engineering prob- 
lems with aid of High Speed Camera 


§ 
? ' fie 


An experimental 


sugar-beet harvester 
made by the John Deere Company ran 
into a snag during field tests 


spring teeth which remove the beet tops 


Spinning 


failed to function properly 

John Deere engineers took movies of 
the teeth in action with a Kodak High 
Speed Camera. Photographed at speeds 
up to 3000 frames per second, the ac 
tion was slowed down in projection as 
much as 200 times for study helping 
the company to pinpoint the problem and 


provide a quick solution 


How CORNING GLASS teaches 
cooking on retail counters 





{© 


To stimulate sales, Corning Glass Works 
home economists tell store customers and 
sales people the advantages of cooking 
with Pyrex” Instead of cumber 
some demonstration kits, each carries a 
Kodaslide Table Viewer and 80 full-color 
slides of the PYREx ware line in use 
This unique display method helps 
sell thousands of Pyrex dishes every 
week. Perhaps it can 
help to make your 
product move faster A 


wore 


























Skillful use of color makes Campbell Soup Company's new motion 
picture, “The Magic Shelf’ look good enough to eat. 
It is designed to show the housewife, as well as the home 
economist, the quality and versatility of Campbell Soups. 
To demonstrate how quickly and how easily delicious meals 
are prepared with Campbell Soups, ‘Magic Shelf” is filmed in 
natural taste-tempting color— color so real that audiences can 
almost taste the flavor. 
If your company requires fidelity of color in a motion picture 


to show your product effectively, let us help you. Call... 


Je JAM HANDY Ovenjaton 


VISUALIZATIONS e MOTION PICTURES e LIVE SHOWS e PRESENTATIONS e SLIDEFILMS” e TRAINING ASSISTANCE 


NEW YORK 19 PITTSBURGH 22 DETROIT 11 DAYTON 2 CHICAGO 1 HOLLYWOOD 28 
1775 BROADWAY GATEWAY CENTER 2821 E. GRAND BLVD. 310 TALBOTT BLDG. 230 NORTH MICHIGAN AVE. 5746 SUNSET BLVD. 





